50< per copy»*8 per year 



Nearly half of Kansas City HSs 




s yours on 



)% (Hooper) to be exact. The other half is shared by 
en other radio stations, in amounts descending from 17.1' ( 
j to 1.7' r. Note that WHB's share of audience is nearly 
j 3 times that of the second station. 

This did not happen by chance. It is the Mid-Continent 
formula at work. Listeners have been drawn to WHB by 
the music and news they like, purveyed by the kind of 
personalities they like and respond to. 

j Advertisers, too, are responding. In February, WHB 
'j'ved 161 separate advertisers — double the number on hand 
j when Mid-Continent took over just 9 months ago. 

Half a loaf is better than 17.1' , . Talk to the Blair man, 
or WHB General Manager George W. Armstrong. 




HERE'S THE WHB— KANSAS CITY 
LEADERSHIP LINEUP 

HOOPER. FIRST PLACE. 48.9% 

Mon.-Sat. 

Average share of audience, 7 a.m. -6 p.m. 
Mon.-Fri., Jan.-Feb., 1955 

TRENDEX. FIRST PLACE. 42.8% 

Average share of audience, 8 a.m.-6 p.m. 

Mon.-Fri., Jan.-Feb., 1955 

PULSE. IN HOME, FIRST PLACE 

6 a.m.-9 a.m., Mon.-Sat.; ? p.m.-6 p.m. 

Mon.-Sat., Nov.-Dec, 1954 

PULSE, OUT OF HOME, FIRST PLACE 

Total average audience, 6 a.m. -midnight, 
Mon.-Sun., Winter, 1955 





10,000 Watts on 710 K.C. Kansas City, Missouri 

^•CONTINENT BROADCASTING COMPANY 



President: Todd Storx 

KOWH, Omaha 
Represented by 
H-R, Reps, Inc. 



WTIX, New Orleans 

Represented by 
Adam J. Young, Jr. 



WHB, Kansas City 
Represented by 
John Blair & Co. 
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MILES LABORATOR I RS, INC. 
Alkn-Sclt-xei-s 

HR \ M) 




Foi \f;iis millions ol Xinci icins li;i\t' (lc|)cn(lc(l on \LK.\M- 1, I /KR loi the rclici ol (onmion 
;i i liuciils uiili (()in|)lclc ( oiifidciK c. \|)|)li< ation ol scientifit <|ii;ilit\ (oiuiols, using onK 
the l)Csi, pnic'si medicinal iiigi e<li< ills, and toiiliiuiinL; medical lescaich 1)\ Miles I.ahoi atoi ies have 
eaiiiecl public c ouliclenc e. The lla\cns Mai tin, Inc., .Stations apply these s.anu' priiuij)los to 
the ait ol 1)1 oaclc astint;. I lie l)c-st |K)ssii)le pi ogi aniniin;^ iiigi edients, controlled by 
skillecl niaiiaj^enienl, have earned a loval and lespoiisne .inclieiice ibronghout X'iri^iiiia for Rich- 
mond's onl\ cnin|)leie l)i oaclc astini^ insiiiuiion. |c)iii with conliclciuc ihc oihei acheiiiscis nsiiis^ llie 
First Stations ol N'ii .ginia, WM IU;-A M, \\'( X )1)-F M and \\''r\'R-'l \'— sei vint; one ol the Scnitli's 
1 ic liesl areas. 



PIONbER NBC OUTLETS FOR VIRGINIAS FIRST MARKET 

WMBG AM WCOD WTVR 

MAXIMUM POWER 100,000 WaTTS • MAXIMUM HEIGHT 1049 FEET 

\\ I VK l{. |.r«-i nl<'.l N.-ilioiiiilK l.> Itl.AlK lA . INC. 
\\MI!<. l{. iir. M iii.-.l I,x l lli; i;(H,I,l\<. ( O. 



IhAVENS a MAariN-INC 




mi. J 

Whe^outhTfiTsi tclcvjsion station/ 




Freeze would 
hit 36 cities 



'Lucy" money 
to print? 



Cigarette dip 
continues 



Nielsen auto 
radio figures 



Winchell plans 
not yet set 



CBS TV specs 
in the cards 



FCC staff proposal for vhf freeze would affect 36 markets, 16 among 
the top 50. Proposal would put off FCC action on new vhf C.P.'s where 
uhf outlet — either on air or authorized — is 50 miles or less away. 
Top markets include: San Francisco, Hartford, Miami, New Orleans, 
Boston, Buffalo, St. Louis, Indianapolis. 

-SR- 

Impression given in print circles that all money released in dropping 
of "I Love Lucy" by Philip Morris would be switched to print. This 
is not true, said Biow-Beirn Toigo's executive v. p., John Toigo. 

-SR- 

Dropping of "I Love Lucy" by Philip Morris spotlights continuing 
cigarette sales dip. Latest figures from Internal Revenue Service, 
covering December domestic cigarette shipments, showdro p of 9 % below 
previous December. Full-year IRS figures, according to preliminary 
estimates, are 368.6 billion cigarettes shipped by manufacturers in 
1954 vs. 386.8 in 1953. 

-SR- 

Nielsen's initial report to clients of first regular national measure- 
ment of auto listening shows peak audiences occur on weekends, go as 
high as one-third of home audi e nces. Nielsen auto radio figures are 
part of regular NRI , show total volume of car listening by quarter- 
hours as a percent of in-home radio listening. Top quarter hour for 
2 weeks ending 12 February was 2:00-2:15 p.m. Saturdays (N. Y. time) 
when 2,109,000 car radios were in use. This represents 28% of in-home 
listening at that time. Next peak was 3:00-3:15 Sundays, when 
2,018,000 car radios were in use, or 33.1% of in-home listening. 

-SR- 

Despite severance announcement re Walter Winchell, ABC, many loose 
strings remain before final contractual break. Meanwhile, sponsors, 
Bayuk, American Safety Razor, are wa it ing on sidelines for fu rt her 
developments before firming next season's plans. Talks between 
Winchell, RCA veep Mannie Sacks regarding slot on NBC are still in 
exploratory stage. 

-SR- 

More spectaculars definitely in the cards for CBS TV next season. 
While nothing officially announced CBS insiders confirmed to SPONSOR 
new o nce -every -f ew-w ee k long shows are being blueprinted. Policy on 
spectaculars and other long-range programing plans were set at web 
meeting with affiliates 11 March. Already affected by CBS plans is 
Pabst Brewing, which switched Wednesday night boxing bouts to ABC TV 
because firm wouldn't go along with CBS plans for telecasting fights 
2 weeks out of 3. 



STONSOlt. Vc.lumi' 9. Nd. (i. 21 Mi\reh liCti,. T'libllshc.l hlwockly by sroNsult I'uhllrntions. Inc. Kxmitlvo. Kdlimiiil. A.hcrllsliiK. CirrLiluiion ortucs. 10 K loili St.. N.nv 
Clrculallon Offices. 40 K. 4!ith St.. Npw York 17 $s a year in US. tO olscwiicre. Knicrcd as sccord class mnllor "9 .Ian. 1919 at Baltimore (mstofPre 'iiidcr Act. of 3 Mir 1S79 
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New day fv 
drama frend? 



Fear baif ad 
probe powers 



Aufo baffle 
crupfs on tv 



Croup selling 
of am on rise 



More fv film 
compefifion 



Summer rafe 
cuf given 



Success of daytime tv non-serial drama, "Modern Romances," on NBC 
this season may herald end of dogma that serials are only proper form 
of daytime video drama. Show, Sponsored by Colgate, packaged by 
Stark-Layton, got 12.1 in 1 February Nielsen, topped all NBC daytime 
dramas. Second non-serial drama, "Way of the World," is now packaged 
on same web for Borden by Y&R. Stark-Layton package involves differ- 
ent story on late-afternoon strip each week. Continuity is provided 
by "story editor" Martha Scott. 

-SR- 

As action to bar "bait-and-switch" ads on air gathers momentum, admen 
wonder if efforts aren't going overboard. Bills introduced in New 
York State Legislature, ostensibly to control bait ads, are causing 
concern in legal ad circles because of wide powers given State Attor- 
ney Gene r al. ANA attorney Gilbert Weil said powers would exceed those 
of Federal Trade Commission. FCC has already referred bait ad prob- 
lem to FTC for advice. New York-area radio, tv outlets have ham- 
mered out code of standards on bait ads in discussions with local BBB. 
(See "Newsmakers in Advertising," this issue, page 114.) 

-SR- 

"Who's first?" Chewy-Ford sales battle erupted on NBC's "Peter Pan" 
spectacular. Ford announcer made claim that actual Ford customers 
were highest of any make. This followed publication of authoritative 
figures by R. L. Polk Co. that 1954 Chewy registrations were 17,013 
higher than Ford. However, Ford got special analysis from Polk show- 
ing how many registered Fords and Chevvys were in hands of dealers 
and manufacturers. Subtracting this figure from total registration 
gave net customer sales, showed Ford 25,000 ahead. 

-SR- 

Though still the exception, selling by reps of groups of radio sta- 
tions at additional discounts is accelerating. Newest plan is that 
of CBS Radio Spot Sales which offers graduated discounts (range is 15 
to 26%) for buying 3 or more outlets. Already offering discounts are 
Quality Radio Group, John Blair. (For details on group selling, see 
"Two plans to sell NIGHTTIME RADIO," page 37.) 

-SR- 

With British commercial tv set for this fall, impact on U.S. tv film 
market is expected in year or 2. Once substantial supply of British 
commercial video film is in can, it may begin to flow across sea, 
could offer increased competition in already sharply competitive mar- 
ket. On other hand U.S. syndicators already have huge stock of tv 
film ready for British sale. 

-SR- 

Problems caused by fact some areas go daylight saving while others 
don't (see spot tv coverage in "Summer Selling Section," SPONSOR, 7 
March 1955) are answered with rate card differentials by WKRC-TV, 
Cincinnati. City remains on standard time all year 'round with re- 
sult that web shows are seen hour earlier in summer. Outlet's rates 
provide "substantial" reductions for shows that move from "network 
time" during daylight saving time. New rate card, station said, is 
product of 8-month study of Cincinnati audience viewing habits by 
U. A. Latham, general manager of WRKC-TV. 
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(^oi/yu^ O'Jly deaejf . . . and growing all the time 

On March 18, 19 W, WGAL-TV teloviscrl its first show. Since that 
(lay, there have heen many happy returns for hoth viewers and advertisers. 

In six years' time, WGAL-TV has grown from a pioneer in the 
field of television to a vital and dominant puhHc-service force. Still growing, 
WGAL-TV enters its seventh year with a pledge to continue to give 
its viewers, its ahundant area and its advertisers many happy returns. 

WGAL-TV 

LANCASTER, PA. NBC . CBS . DUMONT STEINMAN STATION 

Clair McCallaugh, Pres. 

Repreteniaiivet 

MEEKER TV, Inc. 

New York Los Angeles 

Chicago Son Froncisco 
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ARTICLES 



Toft invd'ui iiifii v'tetv rttd'nt tnid tv 

A panel of knowledgeable admen loot at rising tv costs, spectaculars, new 
techniques in spot, new trends in nighttime radio, and view the future 

Svhu'Ofmes bi'Utfia IIk* ittntotts beard tu spot radio 

Soft-drink firm has successfully translated the spirit of Its celebrated magazine 
campaign featuring the bearded Commander Whitehead to spot radio. First 
year of spot radio (1954) helped hike Schweppes sales 222% 

The twit Tttiffos: ptirt II 

This second half of the Tolgo saga shows how the individual backgrounds, 
philosophies and personalities of the two cousins have influenced their thinking 
In the development of advertising strategy for their accounts 

The station in a spousor's window 

The radio-apathy of Boston department store R. H. White was transformed Into 
enthusiasm when its joint promotion with WVDA resulted In record sales volume 

Tffo plans to sell nitfUttinw radio 

Here are two plans for selling spot radio at night, both of which depend 
on group buying but which differ otherwise In their approach 

CSSS nadio Spot Sales 

This organization has evolved a now flexible, graduated dsicount formula 
for buying Its stations in groups, with discounts up to 26% 

^fualit^| Itadio firoup 

A "tape programing network," its effort is to sell almost complete U.S. 
coverage with 35 high-powered stations 

Villeo tape: pr«njratninff rci-oliif ion to roiiff 

With the first commercial use of video tape looming on the horizon, every 
facet of the industry faces eventual change. Here is an up-to-date report on 
the current video tape status at RCA and Bing Crosby Enterprises 

Stlaw-hn-hlatr stortf oi a tr test: IVeeU .» 

Latest developments in this continuing tv test show grocers are reordering 
B&M beans and brown bread. Tv-created demand has resulted in 54% sales rise 



COMING 



I ..S. Steel einnhines p.r. and sales 

Though its tv show was designed as a public relations vehicle for U.S. Steel, 
it's been adapted to actually soil steel and build trade relations 

ISA.}! heans tr test: WeeU 7 

sponsor's continuing series on the Burnham & Morrill test of tv will report 
next issue on a period covering seven weeks of tv-only advertising. Objective 
is to sec what )v alone can do for sales in a low-volume market 
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AGENCY AD LIBS 

49TH & MADISON 

TIMEBUYERS 

NEW & RENEW 

MR. SPONSOR, Walter Plaut 

SPONSOR BACKSTAGE 

P.S. 

TOP 20 TV FILM SHOWS 
TV RESULTS 
SPONSOR ASKS 
ROUND-UP 

AGENCY PROFILE, F. B. Ryan, Jr. 
NEW TV STATIONS 
RADIO COMPARAGRAPH 
NEWSMAKERS 1 
SPONSOR SPEAKS 1 
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KTHS 



(LITTLE ROCK) 



REGALLY SERVES 



TOO! 



When you use 50,000-watt KTHS, you obviously 
expect a lot more than Metropolitan Little 
Rock. You expect extensive coverage of 
most of Arkansas. 

KTHS delivers! De Queen (Ark.) for example, with a 
population of 3,015, is only one of scores 
of smaller cities, towns and villages served by 
KTHS throughout the State. Yet by itself, 
De Queen represents only about one tenth 
of one percent of the people in the KTHS 
interference-free daytime coverage area! 

In Arkansas, use the BIG radio value — KTHS, 
Basic CBS. 



I^TiJ ^ 50,000 Watts 

IV. I CBS Radio 

BROADCASTING FROM 

LITTLE ROCK, ARKANSAS 

Represented by The Branham Ca. 

Jnder Same Management as KWKH, Shreveport 

Henry Cloy, Executive Vice President 
Bs G. Robertson, General Manager 




The Station KTHS daytime primary (O.SMV/l\t) area has 
a popuiation of 1.002.758 peopie. of whom over 100.000 
do not receive primary daytime service from any other 
radio station . . . Our iiitorf'>rpnce-tre« daytime coverage 
area has a population of 3.372.433. 
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How to Look 

a Gift Horse 
in the Mouth 




iWTm\ 




Whichever way you look ot a KSDO 

gift, It means exfra listeners 
in Son Diego's billion dollar market. 

KSDO delivers more home 
listeners than any other station 
in Son Diego . . . HOOPER. 

More out-af-home listeners. 

These exiro listeners— ot no increased 
cost — is our gift to you. 

May we show you how a good look 
ot this gift will pay-off for you? 




KSDO 



fm mm 



Reijresentatives 
(ohn t Pc.irson Co — New Toik 
Chic.iRO D.ill.is — Minneapolis 
D.ircn McC.ivrcn — San Fr.mcisco 
Walt Lake — Los AnRcles 




by Boh Foreman 

W'rUiuii to iU the Corporn !<• Pvrsouulity 

In llie eyes of ilio law a toipoialioii i> a jKMson willi cone- 
spoiuliug right.< and re^;|)()nj^il)ililies. In ilie eyes of the as- 
tute ndveitisiiig man, a corporation has anotlier lumian at- 
tribute — tlial of a (li-tinct per.^oiiality. 

Tlii> Corj)()ratc Perpoualily is ofttinies tlie subject of 
lengthy diatribes among agency per>onnel who have learned 
its make-up by \iolating it or by being totally unaware of it> 
existence. 

To many who have tangled with thi> j)o\\erful but nel)uloii^ 
entity, Corpoiate Personality connotes the stulTv, the tradi- 
tion-ridden and the old fashioned. Hut tliose who recognize 
its presence and then try to understand it ■^o they can portray 
it — in advertising words and picliires— as faithfully as the 
conipany president (or hi.>- wife!) are bound to be among the 
more .>-nceessfnl advertising agents. 

The Corporatf? Personality come< into being in many w"a\^ 
and usually over the course of many years. It may be a re- 
(lection solely of one man — his own personality. This i> 
generally true of the >o-callcd "family husiiiesv." 1 wasn't 
being facetitnis when I added the "or his wife" above since 
niany limes it is the little woman who looms large in these 
nialtcrs and wields ihe most decisi\e brush when it comes to 
painting her husband's corporate |)ortrait. 

What all this has to do with television and radio is fairly 
obvious. Since; tv and radio ar(^ advertising media, sjionsored 
by busines«(V large and sniall. incorporated or otherwise, 
family owtu'd or widely held, it i- incumlxMU u])Oii these 
media that lhe\ reflect rather lhaii distort the Cor|)orate Pei- 
sonalily. 

Since prini media and |)rint |)eople lor \"(nirs been cx- 

|)('rienc(vl in this area, they are far more versed at accMirale 
inlerprclation than are broadcasters. By broadcaster^ I nieaii 
iho-e within ami without the agency. 

The ]H'o])le in print arc us<'(I lo hearing the |)hrase^ — ^lhi> 
ad doc-iri lool; like us. They gcneralK under>lau(l the 
statement, arc mnch more prone lo show ^\m|)at]ly for it (or 
at least lo mask their di^lasle) and lo do something con- 
-triicli\c aboiil it. The\"ve known for years that >ome advcr- 
li>cr> won't use llu^ "confosion hooks" no mallei how \alid 
the sales sjocv. how responsive the audience^ lo their t\ i)e of 

(I'Icnso turn to ]>(i^c 60) 
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Hoyt Andres 
Station Mgr. WSFA and WSFA-TV 
(Pioneered with WKY-TV) 



The same policy of operation that makes 
WKY-TV outstanding in Oklahoma, now guides 
the management of WSFA-TV in Montgomery. 
Years of TV experience assure advertisers of max- 
imum results . . . PLUS the fact that WSFA-TV 
serves a remarkable, booming Southeast area 
which is enjoying widespread industrial and 
agricultural expansion. 

WSFA-TV operates on full 316,000 watts — from 
1,040-ft. antenna, 21 miles south of Montgomery! 

WSFA-TV serves Central and Southern Alabama, 
Southwest Georgia and Northern Florida. 



WSFA, NBC Affiliate, Represented by HEADLEY REED CO. • WSFA-TV, Channel 12, NBC Television, Represented by KATZ AGENCY, INC. 






she flew into 
65,000,000 hearts! 



It happened on March 7th. More than 65,000,000 viewers sat 
enchanted for two hours while Mary Martin ami company 
brought to Hfe "Peter Pan." an \BC Spectacular. It was the 
greatest audience for a single network show in the history of 
television. And the critics raved! 

JOHN CROSBY, N. Y. HERALD TRIBUNE 

"Conceivably the most polished, finished and 
delightful shoiv that has ever been on television." 

JACK COULD, N. Y. TLMES 

"An unforgettable evening of video theatre . . . 
captivating fun for eye and ear alike." 

HARRIET VAN HORNE, N. Y. WORLD-TELEGRAM & SUN 
"Something the intvard eye will treasure for a lifetime." 

LARRY WOLTERS. CHICAGO TRIBUNE 

"Through this children's classic, TV came of age." 

GEORGE ROSEN, VARIETY 

"Sheer delight . . . Stunning success . . . Unadulterated charm." 

On March 9th, the N. Y. Herald Tribune commented editorially: 
. . ."shoivs of this type set a high standard for the future . . ." 

NBC, having set this season "s high standards with its Spectac- 
ulars, will continue to maintain them. Plans for next season are 
beginning to emerge. For instance, starting October 23rd. NBC 
plans to present once a month the Maurice Evans distinguished 
series of 90-minute dramatic programs —''Sunday Matinee."' 
Mr. Evans will produce and, on occasion, star in dramas from 
the finest pages of the theatre. 

The Evans series is only one example of how NBC Television 
will maintain its program leadership . . . pursue further the 
course of originality and excitement that leads to television's 
biggest audiences ... keep on deli\ering to sponsors the great- 
est new advertising values they have ever enjoyed. 

EXCITING THINGS ARE HAPPENING ON 




television 



A SERVICE OF 




100KW POWER 
2204 FT. ANTENNA 



"Giant of 
Southern 




. . . boasting more (icople and larger 
income witliin 100 miles radius than 
Atlanta, Jacksonville, Miami, or New 
Orleans, WFBC- TV is truly the "Giant 
of .Southern Skies", and a powerful 
new advertising medium in the South 
east. 

HERE'S THE WFBC-TV 
MARKET 

{Within 100 miles radius) 
Population 2,924,625 People 
Income $3,174,536,000 
Sales $2,112,629,000 
Television Homes 329,281* 

Market Data from Sales .Management 
•From A. C. Nielsen Co. Survey as of 
Nov. 1, ]%3, phfi RLTiMA -it shipincnts 
ill tlic 100 luv. fontoiir tlir<iU}:li DcciMiiber, 

Write now for Market Data lirochiire 
and Hale Card. Ask us or our Ilepre- 
senlalivcs for information and assist- 
ance. 



Channel 4 

WFBC-TV 

Greenville, C* 



NBC NETWORK 

Represented Nationally by 

WEED TELEVISION CORP. 
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SPONSOR invUes letters to the editor. 
Address 40 E. 49 St., New York 17. 

NO SUCH ANIMAL 

Tlie Febiuar\ 7lh "Kejiorl lo b|JOii- 
sfurs" has tlie following: '"According 
to latest Xielsen nationwide net radio 
ratings, 'e\ening once-a-inonth' pro- 
grains still outptill daytime shows — 
despite t\ inroads. " 

As ) ou know , there are people in 
the indu^lr) who seem lo jirefer lo 
misunderstand atidieiioe re>earcli. and 
tllerol)^ find cause lo criti<ize ihe re- 
searcii com|)aiiies: loo bad an item 
like this helps feed the "confusion ' 
talk. 

You must lia\e lookefl at our data 
on e\ Piling orice-a-Jiee/i: programs. (Or 
nui) be SPONSOR is subconscious]) root- 
ing for spectaculars in radio, too.) 
Ml uin lI vuKis 
Public Relalioiix Director 
A. C. Xielsen Co., \eir York 



MR. SPONSOR 

. . . 1 w ant to comi)limenl \ ou on the 
job you did of coine)ing tiie feeling 
of a pcrsonalitN in jtist a few words. 
1 only wish 1 were as interesting a 
|it>rsoii as \ on make me seem to be. 

Jeromic Pick man 
Director of Advertising 
Paramount Pictures 



JAPANESE REPRINTS 

This is a research per-omiel at Iva- 
dio Tokyo. <'ommercial radio and tv 
station in Tok\ o. Ja|)an. 1 am now in 
charge of editing the (|narterl\ maga- 
zine " Conimeicial \ie>sage wlii( h is 
|)ul)lish('d fur broadca>tiiig sponsors 
ill JajKui. And tiic next issue is \o. 3 
and it shall be a ■'conuneinoi ation" 
for otir beginning t\ busine-s in the 
coming j\|)ril. 

Last year 1 read a \ery interesting 
article in sI'onsok titled "10 ways to 
put more .-(dl in your l\ comnuMcials 
which was written l>\ \oii. Its < ontent;- 
were so beneficial I lliotiglit. lliat if 
it <'(mld be translated into .japanesc, it 
would b(^ so in>lrnctive to e\ ery spon- 
{Please turn to page l.'i) 



DIANA' 



TIME BUYl 



NEW POWER! 
NEW SOUND! 

NOW! 

IS A NEW SPOT 
ONTHEHOOSIERDIALI 

Yes, Indiana's sell station 
is WXLW, beaming 
music and news every 
half hour to a responsive 

Hoosier audience! 
And now, from dawn to 

dusk, WXLW's new 
signal, backed by 5000 
watts, catches the ear of 
countless new Hoosier 
ears! Add to this a 
completely different 
high-fidelity sound, 
made possible by the 

most advanced, 
I modern transmission 
equipment in the 
state . . . and you 
have a set-up 
for a success 
story that's 
sure-firel 



"ASK YOUR 
JOHN PEARSON MAN!"" 




INDIANAPOLIS 



THE HOOSIER STATE'S 
"GOOD-TIME DAYTIME STATION" 



10 



FROM 
7:00 A.M. 




UNTIL 
MIDNIC^^T 



. . . KSTP-TV leads all Minneapolis-St. Paul 
TV stations in average weekday program 
ratings — week-in, week-out.* 

In the nation's 7th largest retail trading 
area — a market which annually commands 
more than Four Billion Dollars in spend- 
able income — KSTP-TV gives you greater 
coverage than any other station. 

KSTP-TV is the Northwest's first tele- 



vision station, first with maximum power, 
first with color TV and first in audience. 
Through superior entertainment, top talent, 
showmanship and service, KSTP-TV has 
earned a listener loyalty that means sales for 
you. That's why— dollar for dollar— KSTP- 
TV is your best buy! 

*ARB weekly average, combined metropolitan 
and outside area, January, 1955. 



KSTP-TV 



100,000 WATTS 
CHANNEL 




MINNEAPOLIS-SLPAUL Basic NBC Affiliate 

EDWARD PETRY & CO., INC., NATIONAL REPRESENTATIVES 
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Like 

an EspSanade evening concert 



WHDH 

is a 

habit i n 
Boston 



You're not a true Bostonian unless you've enjoyed an 
Esplanade Concei-t on the banks of the Chai-les River 
under a mellow suminer moon. 

And Bostonians are unique in more than their love for music. 
The over $153,000,000 spent annually on furniture and household 
products in Boston is a symphony of sales to any advertiser's ears. 

As a powerful independent station, WHDH is in a perfect position 

to i)rogram to Boston's unique pastimes and tastes. 

WHDH does . . , and so successfully that it, too, is a habit in Boston. 

Next time j'ou have a household product to sell, buy time on 
the one station that's a Itabit in Boston . . . WHDH! 



REPRESENTED NATIONALLY BY JOHN BLAIR AND COMPANY 



WH 




H 



/ 50,000 » BOSTON •^SSO ON ?HE DIAL 
^ WATTS Owned ond operated by The Boston Herald -Ttavelec Corp,oratiow 







MaXY an advertising oppor- 
tunity is missed because a 
new idea, a changing 
trend, a vital forecast is not 
seen in time. Tliat's why 
an increasing ninuber of Ad 
vertising and Station Kx- 
eciitives — who formerly received 
cojjies via the 
"routing system"-- 
now have individual subscrip- 
tions to SPONSOR. 

This way they're sure SPONSOR 

reaches them first thing every 

other Monday morning — 

sure of getting all the 

latest radio/tv facts in 

time to act . . . in time 

to profit. 

Try an individual subscription 
to SPONSOR yourself. At Spe- 
cial Introductory Rates, the 
investment is small, the 
potential rewards 
great. 

Order Now — 
Pay Later 



SPONSOR 40 E. 49th St. N.Y. 17, N.Y. 

Pinter my subscription to SPON'SOK 
for the next IVl weeks (K! issues) at 
( Vou sa\ i" s;{ under single cojiy 
costs. ) 

O nill me J lull i-oiiii>.iiiy □ I'i>.vnu-!it cnclofcd 

Name , 

Finn .... _ „, „, 

-Vddress ,„ 

Clly Slate , , 

□ home n otlire 



sor in Japan. 

'I liercfore. wliat I wij-li to ask. )ou i> 
ti) <;el a kind approval for it> transla- 
tion and mak.in<i it an artitic in our 
magazine. If I could get a pcnni-.^ion, 
iiotliing would be happier than it to me. 
^ . \iiilKA 

Research Ihiicau. Radio Tokyo 
Tokyo, Japan 

« SI*<)\S<)U l'.; Ituppy j;r;iiil ptTtHi^vion iar 

rc*|irinl* (if ;irli«-I«'s mIkmi rrqucsl in iimfh* til 
Mriliii;: Jiwt cri'flif i*^ ^i\eii. 



KSAN & THE NEGRO MARKET 

Recentlv, in an event unprecedented 
in the Bay Area. KSAN Radio pre- 
sented the story of the importance of 
the Negro market to the San Francisco 
advertising executi\es. media bu\ers 
and the press. 

In this presentation. KSAN found 
the Negro market study published in 
the 20 September issue of sponsor ex- 
tremely helpful. Many direct ([uota- 
tions were made from sponsok, such 
as the articles entitled "Ke\ stone of 
Community Life." "Tips on Ilou to 
Use Negro Radio," and especially use- 
ful was the page in which radio sta- 
tions throughout the countr\ who are 
programing to Negro audiences ■were 
listed as to the number of hours per 
week, percentages of total program 
time, etc. 

Regarding the San Francisco Bay 
Area, it was pointed out that KSAN 
is the only station to extensixely capi- 
talize on the fact that the San Fran- 
cisco Bay Area had become the ^third 
largest Negro income group per capita 
in the countr\ totaling a daily earning 
power of $991,000. according to the 
statistics of the U. S. Department of 
Commerce. 

RiCIIAHD BOTT 

Station Manager 

KSAN Radio. San Francisco 



RADIO BASICS y 

Our copy of ttte 1954 Radio Basics 
is practically worn-out from constant 
use. If the price isn't too much, and 
\ou still have a few on hand, we could 
use 10 copies to great advantage. 
Please let me know if you can send 
out so few co))ies. 
W. H. Hi:Mi> 

Assistant Sales Manager, it SJS 
ir install -Salem, A. C. , 

• Supply tif m.Tt U.i<li.i Ba-i.". 20.()(l() .if 
Hdirit ha>4- Imm'II tti^vf rilinf (Ni^; i.. 4l4i\*n f(i rock 
lioff.iHi. 1 iinif.Ml iniinlifr Avajl.ilil.*. 1 




Houston's ONLY 
Radio Station on Wheels 

FIRST WITH NEWS 
LIVE . . . DIRECT! 



HERE'S AN ACTUAL 
COVERAGE REPORT: 



FEB. 1, 9:30 A.M. 
Window washer falls 
10 stories to death. 

FEB. 4, 11:45 A.M. 

Runaway steer ties up 
Freeway traffic. Cap- 
tured. 

FEB. 7, 1:30 P.M. 
Auto - pedestrian fa- 
tality. 

FEB. 11, 10:22 A.M. 
Heights State Bank 
Robbed. 

FEB. 14, 8:15 P.M. 
Truck overturns on San 
JacintQ Bridge. Driver 
pinned in cab. 

All Houston is toiking 
about "BIG MIKE", Hous- 
ton's only Completely Re- 
mote Rodio Equipped 
Truck. Let him sell for 
YOU. 

J 

Not'l Rep. Forjoe & Co. 
In Houtton coll: Dove 
Morrij, KE-2581. 
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HERE'S CONCRETE 
EVIDENCE 

Tu'o questions before the bar 
of advertiser opinion : 

1. Can radio sell a semi-industrial 
product in Southern California? 

2. Can it reach men in mid-day? 

Associated Products of Puente, dis- 
tributors of Sakrete readymix con- 
crete products, answer YES on 
both counts with a pen dipped in 
dollar signs. 

Sakrete signed the KBIC noon-hour 
five-minute news last spring, re- 
newed it for 1955 — as its sole con- 
sumer advertising. 

This contented client also honored 
*KBIC News Director Larry Berrill 
with a Concrete Sales Award . . . 
two tickets to the Rose Bowl! 

Any KBIC or Robert Meeker ac- 
count executive will show you a 
glowing Sakrete letter, detailing how 
the Catalina Station's lowest-cost 
coverage of all Southern California 
cements relations with dealer and 
consumer alike. 

•The last two years. The Radio-Television News 
Club of Southern California Award for the 
Best Independent Station News Operation has 
been won by KBIC. 




KBIG 



r/ie (otolino Slalion 
10,000 V/atts 

740 ''vr 

JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hoiiywaad 28, California 
Telephone; HOIIywood 3-3205 

Nat. Rep. Robert Meeker & Assoc. Inc. 









I'm (if fitrtinl, assislnnl director, radio-tv depart- 
mcnt, Tracy-Locke Co., Dallas, uoirld like to 
jiersiKidc tv stations and or reps to give some 
practical consiileration to the ever-present problem 
ol ''inake-goods." ''U'liy, oh, why will tv stations 
submit a make-good aiailahility with a resounding 
rating of 5.6 as a substitute for a miss or pre- 
emption of time that had <r rating of a solid 28.4?"' 
asks he. "The tight schedule or SRO sign alibi 
sounds very fine, and, of course, our heart bleeds 
for stations in this position. Since it's as sure as 
death and taxes that a station is going to miss a 
lew announcements each week, tvhy not reserve a 
good spot or two in each time bracket, previously 
approved by agencies, for make-goods that are missed 
because of goofs. Almost any local account iiould 
be pleased to cover the station for a good period on 
a contingent basis, when no make-goods are needed.' 

/lllllu Wtissoruuiil. Lawrence (.. Gumbinner 
Advertising, ,\ew York, .says "the second look" is 
icise when it comes to buying local spot radio to 
deliver maximum sales and make the radio dollar 
go farther in each market. "It's too easy and 
sometimes wasteful to buy the very expensive 
powerhouse station purely out of habit. Sure, 
coverage and ratings are important. But before you 
buy. take a second look. Can another station 
deliver the coverage, perhaps not so vast in area, 
but more concentrated icbere you need it; does 
it have what you want (strong local personality or 
well-rated adjacencies) at less cost: will it work with 
you to give extra local merchandising? IT'e often 
find that hy taking a second look, we can get the job 
done eifually efjectively and at a lower cost with 
a station that may lack the razzle-dazzle of the 
higgest call letters, yet produces the best results." 

\V iffuilil It. Krttskt'. Ketchum. MacLeod it- 
Grove. I'ittsbiirph. has words of praise for reps. 
"The stronger, more aggressive reps push their 
stations into adopting saturation packages, more 
feasible discount structures, and the many other 
broadcast policies that make radio and tv more 
effective media," says he. "To my way o) thinking 
these reps are not only recognizing the trends thcv 
are providing vehicles that enable advertisers to get 
maximum efjiciency out of their advertising dollar. 
I think there are two important fields in ivhich the 
reps can do a lot better; uniform billing procedui es 
and ovailability presentations. Incidentally. I hear 
tell of buyers in Xew York buying by machine. 
It's inconceivable to me that a buyer could feed 
coverage, rating and cost info into a machine 
and come up with an intel1ig( nt buying decision." 



SPONSOR 




KARK pulls 18 "firsts" among 24 morning quarter hours — 
3 times as many as all other Little Rock stations comhinedl 
— as reported by the March 1951 PULSE Area Study 



Your sales pitch, no matter how persuading, can't convince 
anybody who doesn't hear it. So why blow your budget 
on bigger signals that reach more dead sets? The station 
that pulls the biggest bonafide audience in the Little Rock 
market, the station actually listened to most, is KARK. The 
proof of the pulling is in the rating. And PULSE rates KARK 



tops — morning, afternoon and evening — 66 quarter hour 
"firsts" out of 72. 

Why such popularity? For one thing, KARK is a habit— and 
a good one— with Little Rock listeners. Dials have been fixed 
on 920 since 1948. Furthermore KARK programming includes 
the best of NBC. 



It's program popularity and proved listenership like this, rather than power alone, that attracts customers 
for you ... or to put it another way, it's not the reach— it's the PULL ! 



Advertise where people listen most, where the cost is low— on KARK! 



k 



ar 



k 




L 



920 KILOCYCLES 5000 WAHS 
LITTLE ROCK, ARKANSAS 



ARKANSAS' 
PREFERRED 
STATION 



SEE YOUR 
PETRY 
MAN TODAY 
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To drive home your message — to sell those with money 
to spend as well as time to listen — hop into Detroit's 
teeming traffic with this high-octane trio. 

These gentlemen mean business. They program smartly 
and intelligently, keep chatter within bounds, appeal to 
a wide audience rather than to just one age group. That's 
why Pulse consistently gives them such healthy ratings. 

To get folks coming and going — to and from work, on 
business and shopping trips, on weekdays and weekends 
— make it Maxwell, Mulholland, and DeLand. 



AM 
FM 



Bosic 




Attilialt 



AM-950 KILOCYClES-5000 WATTS 
FM-CHANNEL 246-97,1 MEGACYCLES 
.Ajjociole Televiiion Slolion WWJ TV 



WORLD'S FIRST RADIO STATION • Owned ond Operoled by THE DETROIT NEWS 
Notional (?eprejen(o(/Vej THE GEORGE P. HOLUNGBERY CO. 
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New and renew 
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1. New on Television Networks 

AGENCY 



SPONSOR 
Admiral Corp, Chi 

Anhcuscr-Busch, Bait 

Bristol-Myers, NY 

Corn Products Refining, NY (Mazola) 

General Mills (Chccrios & Cold Medal 

Flour), Minnpis 
Cordon Baking (Silvercup Bread), Det 

Kendall Co (Blue lay Div), Chi 

P. Lorillard, NY (for Kent) 

Procter & Gamble, (Gleem), Cin 
Revlon Prods, NY 



Russell M. Seeds, Chi 

D'Arcy, St. Louis 

Y&R, NY 

C. L. Miller, NY 

D-F-S, NY 

N. W. Ayer, Det 

Leo Burnett, Chi 

Y&R, NY 

Compton Adv. NY 
William Wcintraub, NY 



STATIONS 

ABC 70 

CBS 97 

CBS 56 

CBS 50 

CBS 86 

ABC 114 

CBS 58 

CBS 

CBS 111 

CBS 58 



PROGRAM, time, sfarf, duration 

Who Said That; alf W 9:30-10 pm; Mar. 2; 52 
wks 

Damon Runyon Theatre; Sat 10:30-11 pm; 16 Apr; 
52 wks 

Garry Moore; Th 10-10:15 am; 3 Mar; 6 wks 
Arthur Godfrey Time; W 10:30-10.45 am; 23 Feb; 
52 wks 

Life With Father; alt T 8-8:30 pm; 5 Apr; 52 wks 

The Kuklapolitan Faster Show; Sun 6:30-7 pm; 
Apr 10 

The Morning Show; M-F 7-9; 12 partic; 4 Apr; 
10 wks 

Appointment With Adventure; Sun 10-10:30 pm; 
3 Apr 

jackie Cleason Show; Sat B-9 pm; 2 Apr; 26 wks 
The Morning Show; W 7:40-7:45 am; F 7:35-740 
am ; 9 Feb; 52 wks 




James K. 
Martindale (3) 



Edaward A. 
Cashin (3i 



2. Renewed on Television Networks 



SPONSOR 


AGENCY 


STATIONS 


Amer Tobacco (Lucky Strike) NY 


BBDO, NY 


CBS 


168 


Amer Tobacco (Lucky Strike) NY 


BBDO, NY 


CBS 


16B 


Colgate-Palmolive, Jersey City 


William Esty, NY 


CBS 


82 


Crane (Plumbing fixtures) Chi 


Leo Burnett, Chi 


CBS 


58 


General Foods (Maxwell Mouse, 


Benton & Bowles, NY 


CBS 


176 


Gaines, Minute Rice) 








General Foods 


Y&R 


CBS 


65 


Minnesota Mining & Mfg. 


BBDO, Minnpis 


CBS 


49 


Nestle, White Plains 


Bryan Houston, NY 


CBS 


111 



PROGRAM, time, start, duration 



Private Secretary, alt Sun 7 :30-B pm; 27 Mar; 
52 wks 

Jack Benny; alt Sun; 7:30-8 pm; 27 Mar; 52 wks I 
Big Pay-Off; MWF 3-3:30 pm; 28 Mar; 52 wks 
The Morning Show; T B:20-B:25 am; 1 Mar; 16 
wks 

December Bride; M 9:30-10 pm; 21 Mar; 54 wks j 

Our Miss Brooks; F 9:30-10 pm; 1 Apr; 52 wks 
Arthur Godfrey Time; M 10:30-10:45 am; 21 Feb; 
52 wks 

Jackie Gleason; Sat 8-9 pm; 26 Mar; 27 wks 



3. Advertising Agency Personnel Changes 



NAME 

Ben Alcock 
David Y. Bradshaw 
Perry L. Brand 
Edward A. Cashin 
Charlotte Chadwick 
Frank Crcden 
Austin L. D'Alton 
Frank D. Davies 
John T. Dunford 
Ralph C. Duke 
Blaine Faber 
Robert Farris 

Robert M. Fenner 
Robert L. Foreman 
Lee Frierson 
Paul Gieenfield 
Juke Goodman 
Alexander R. H. Griffin 



FORMER AFFILIATION 



Biow, NY, vp 

Young & Rubicam, NY, r-tv dept dir of opers 
Metropolitan Sun Newspaper Group, NY, acct exec 
BB:o, NY. vp 

Lewin, Williams & Saylor, NY 
Carmona & Allen, copy chief 
Fuller & Smith & Ross, Chi 
Vick Chemical, NY, asst prod mgr 
W-TS-thjIk & Pratt, NY, media dir 
Barnes Adv, Mil, asst acct exec 
Coronet Magazine, NY 

Avco Mfg, Croslcy & Bcndix Div, Cin, acting laundry adv 
mgr 

Vi'k Chemical, NY, asst prod mgr 

BBDO, NY. vp 

Rjthrauff & Ryan, NY, dir 



Saki Fifth Ave., NY, art dir 
Al Paul Lefton, Phila, r-tv dir 



NEW AFFILIATION 

Cunningham & Walsh, NY, acct exec 
Same, r-tv dept mgr 
Henri Hurst & McDonald Adv, Chi, vp 
Same, dir 

Smith. Hagcl & Snyder. NY. acct exec 
Ruthrauff & Ryan, NY, asst acct exec 
Weiss & Geller, Chi, acct exec 
Same, prod m%r 

Roy S. Du.-s;ine, NY, media dir 
Same, acct exec 

McCann-Erickson, NY, acct exec 
Same, laundry adv mgr 

Same, prod mgr 
Same, dir 

Roy S. Durstine, NY, acct exec 
Simoniz, Chi, sis prom m%x 
Cunningham & Walsh, NY, acct exec 
Same, vp 



W. McClintic 
Mitchell I 3) 



In next issue: IS'etv and Renetced on Radio IS'ettrorks, IS'alionnl Rroadcust Snlrs 
Executives^ AVtr Agency Appointments, AVic Firms, AVtc Offices. Changes <>/ Address 




' B fd T-ixler 

r. (3) 
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3. Advertising Agency Personnel Changes (cont'd) 

NAME FORMER AFFILIATION NEW AFFILIATION 



Norman Crulich 
Robert N. Harris 
Clifford R. Hauser 
Mann Holiner 
Milton S. Holz 
Marshall Hurt 
)css Jones 
Claire Koren 
Philip C. Kenney 
). Lingeman 
james K. Martindale 
David Mayer 
Sam Morgan 
George W. Morris 
W. McClintic Mitchell 
Charlotte Morris 
Harry Parnas 
Richard ). Pearson 
Tod Reed 
Barry Ryan 
Joseph A. Schulte 
T. W. Schwamb 
Joan Stark 
Herbert L. Steiner 
Sidney Stivers 
Mel Tenenbaum 
Ed Traxler, Jr. 
Robert M. Watson 
Paul Watson 
Robert L. Whitehead 



Vick Chemical Co, NY 
Toni Co., Chi, in chg of new prod dev 
Tomahawk Hy-Brid Seed, Belmond, regl sis mgr 
Lennen & Mitchell, NY, vp in chg of r-tv 
Burlington Mills, Hosiery Div, adv mgr 
Lewis Edwin Ryan, Bait, Wash ,acct exec 
Anheuser-Busch, sis dcpt 
Footc, Cone, Belding, LA, r-tv timebuyer 
K & E, NY, media coordinator 
CBLT, Toronto, comml prod 
William Esty, NY, vp & copy chief 
Grey Adv, NY, dir of mktg & sis dev 
Swift, Chi, prod adv mgr 
Erwin, Wasey, NY, acct exec & copywriter 
Lennen & Newell, NY, vp & copy group hd 
KPIX, SF 

Cecil & Presbrey, media dir 

Cen Foods, Bireley's Div, LA, adv & sis prom mgr 
Ruthrauff & Ryan, Det mgr 
Ruthrauff & Ryan, NY, pres 

Avco Mfg, Crosley & Bendix Div, Cin, cooperative adv mgr 

Edwards Food, SF, adv mgr 

Wm. H. Weintraub, NY, chief r-tv timebuyer 

Ben Sackheim, NY 

Roy S. Durstine, SF, western copy hd 
Ohio Adv, Cleve, vp in chg of r-tv 
Zimmer, Zeller & Calvert, Det, acct exec 
Ruthrauff & Ryan, NY, exec vp of eastern opers 
Ruthrauff & Ryan, exec vp in chg western opers 
Roy S. Durstine, NY, acct exec 



Benton & Bowles, NY, asst acct exec 
Weiss & Geller, Chi, vp Cr acct exec 
Cary-Hill Adv, Dcs Moines, acct exec 
Bates, LA, mgr of LA office 
Emil Mogul, acct scrv group 
D'Arcy Adv, NY, acct serv man 
D'Arcy Adv, NY, acct serv man 
Mort Goodman Adv, LA, media dir 
Same, assoc media dir 
JWT, Toronto, r-tv dir 
Lennen & Newell, NY, vp in copy dept 
Same, acct exec 

Clinton E. Frank, Chi, acct exec 
BBDO, NY, acct exec 
Same, sr vp & copy dept mgr 
Guild, Bascom & Bonfigli Adv, SF, NY r-tv rep 
Doyle Dane Bernbach, NY, media dir 
Edwin, Wasey, LA, sr acct exec 
Same, vp of eastern opers 
Same, chmn of the bd 
Same, appliance adv mgr 
Hoefer, Dieterich Cr Brown Adv 
Harris & Whitebrook, NY 



r-tv 



SF, acct exec 
media dir 



Byrde, Richard Cr Pound, NY, acct exec 
Same, vp 

Paul C. Warren Adv, Cleve, dir of r-tv 
Clark & Roberts, Det, r-tv dir 
Same, pres 

Same, exec comm chmn 
Same, vp 



4. Sponsor Personnel Changes 



NAME 

Rodney R Adier 
W. Ed Allen 
Robert I. Angelus 
Robert S. Conybeare 
William W. Cone 
Joseph R. Harmon 
Louis G. Pacent, Jr 
Philip A. Sardi 
David H. Simonds 

Robert G. Sidener 
Bernard Sless 
William A. Stephens 
Charles M. Underbill 



FORMER AFFILIATION 



Carrier Corp, Syracuse, asst sis prom mgr 
Greer, Hawkins & Allen Adv, Houston, vp & dir 
Dowd, Redfield & Johnstone Adv, NY, acct exec 
Dr. Pepper Co, Dallas, asst gen sis mgr 
Zenith, NJ, gen mgr 

Hunt Foods, Fullerton, Calif, sec & gen counsel 

Emerson, NY, works mgr 

H. J. Heinz, Latin Amer sis mgr 

Bolta Prods Div of Gen Tire & Rubber, Lawrence, Mass, 

prod adv mgr 
Schenley Intern'l, NY, sis mgr 
B]yuk Cifjars, Lewis Div. Phila, asst to pres 
General Mills, Minnpis, comptroller of mech div 
ABC, NY, vp 



NEW AFFILIATION 



Acec Elec, NY, adv mgr 

Texas State Optical, Houston, dir of publ rels 

Gen Mills, 0-Cel-O Div, Buffalo, mgr of mdsg & adv 

A. G. Spalding Bros, gen sis mgr 

Necchi-Elna Sewing Machine, NY, gen sis mgr 

Same, also vp 

Same, vp in chg of mfg 

Geo. W. Luft, Tangee cosmetics, NY, export mgr 
Same, dir of adv 

Same, vp 

Same, gen sis mgr 

Same, admin asst to pres 

US Steel, NY, public relations dept tv stf 



5. Station Changes (reps, n( 

CKMO, Vancouver, B. C. changes call letters to C-FUN 
KATZ, St. Louis, Mo, names Forjoe & Co nati rep 
KDSH, Boise, ladho, changes call letters to KBOl (r&tvl 
iCBS aftil) 

KFVS-TV, Cape Girardeaul, Mo, names Headley-Reed natI rep 
KGA, Spokane, Wash, names Everett-McKinney natI rep 
KNCK, Concordia, Kan, became Keystone atfil 25 Feb 
KTCB, Maiden, Mo, became Keystone affil 25 Feb 
KWNA, Winnemucca, Nev. became Keystone aftil 25 Feb 
WBRT, Bardstown, Ky, became Keystone atfil 25 Feb 
WBTO, Linton, Ind, became Keystone aftil 25 Feb 
WCSC-A, Charleston, S. C, has restored service from 6-9 am 
WDKN. Dickson, Tenn, became Keystone affil 25 Feb 



affiliation, power increases) 

WDUZ, Green Bay, Wis, became Keystone affil 25 Feb 
WDXI-TV, Jackson, Tonn, began comml programing Sun, 6 
Mar 

WELY, Ely Minn, became Keystone atfil 25 Feb 
WFPG, South Pittsburgh, Tenn, became Keystone aftil 25 Feb 
WFLA-TV, Tampa, Fla, went into night-time oper 21 Feb 
WFRV, Green Bay, Wis, names Headley-Reed natI rep 
WHMP, Northampton, Mass, became Keystone affil 25 Feb 
WMGT, Albany-Pittsfield, becomes DuMont affil, effective 

3 May, replacing WROW-TV, Albany as DuMont atfil 
WSFA-TV, Montgomery, Ala, names The Katz Agency natI rep 
WTVO, Rockford, III, names Headley-Reed natI rep 



SPONSOR 




m9 m mm 

OF RICH MICHIGAN 
MARKET! 



Big wampum here! 80% of Michigan's 6-billion 
dollar buying power is covered by Knorr Broad- 
casting Corporation's 4-power-packed stations. And, 
folks listen, continuously ... in their homes ... in 
their cars ... to the stations that broadcast what 
they love most . . . NEWS, MUSIC and SPORTS! 




BUY ANY 2 OR MORE 
OF THESE POWERFUL 
STATIONS AND SAVE 
1 0% FROM RATE CARD 

WKMH-Dearborn-Detroit 
WKMF-Flint, With. 
WKHM-Jackson, Mich. 
WSAM-Saginaw, Mich. 



Represented By Headley-Reed 



You Buy Michigan's Biggest Buying Power Through 



iil rj 1 1 1 i i nr. 
II cmnf — ^- 



KNORR Bumdcdaia^ C O R P. 



No mystery about it. There's a bag full 
of money in this plan ... an entirely 
new Group Buying Plan by CBS Radio 
Spot Sales. And all you need to start 
right away is 3 nighttime quarter-houn^ 
(or the equivalent) on any 3 of the 14 
leading stations represented by CBS 
Radio Spot Sales^ 

Then, because you aire an eligible GBF 
advertiser, you receive — over and akove 
all other earned discounts allowed by 
each station you select — an additional 
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This is 
San Francisco... 

wlicrc l\(]|)S receives mail 
li'oiii a iiiiiiiiiiiini of 
30 coiinlii^s ill IN'ortlieni 
Caliloriiia. Tlial's 200 miles 

from llie eilv in every 
direi'i ion uesl. ll takes 
powerful radio (iIk; best, of 
<'oiirse) lo (-over oiii' markel. 





50,000 WATTS 

/{('jtn-sciitcil hy (^HS Ixddio 
Sfiot Sales 



Vice President 
Lehn & Flnlc Products Corp., New York 



iSoiiietliiiig iicu s hccu added lo t\'. o\(?r and beyond color and 
I^-l): anolher neluork lialfdiour of / Love Lucy, lliis lime reruns of 
the 1951-1052 film?. y\nd Lehn 6>: Fink's tlic sponsor who (throngh 
MeCami-l"rl< Issoti ) lias hoiitjlit 52 weeks of reruns lo he telecast over 
t'JiS TV, Sundays 6:00-6:30 p.m., slartinji 17 yVpril. 

"l*"\'er)one on Madison A\'eiiue will he watching this show with 
interest." Walter Plant, Lehn & Fink I'roducts (lorj). \.\)., told Sl'O.N- 
soi!. "Of course," he added, "not with as much interest as we. Still, 
it's the first time that film reruns of a show ha\ e l)een put on net- 
work, and that in itself makes it an unusual buy. \\ ilh this buy we 
feel we're gelling, al a comj^aralix eh low co>t, a show thai has al- 
read) proved its audience appeal. And Sunda\ afternoon ue slionld 
get a different audience than that of the Monday night >how, in addi- 
tion lo the people \slio ini>'ed the first run." 

Walter f'laut, \ omiger of the two sons of Edward Plant, president 
of l^ehn 1^ f'ink Products ("orji., is a ([uiet, scholarly chap with pep- 
])er-aiul-sall hair, lie's modest, retiring, lends to underplay liimself. 
Urother Albert Plant, president of f)orothy (wav. a fullv owned sub- 
sidiary of Lehn i!v Fink, is the talkati\e member of tfie family, who 
likes lo recall earlier jiolo-playing da\s. Doiotfiv Gray \siff co- 
s]>onsor the / Love Lucy reruns. (See 2(> Jul\ 1051 sim)\so« for 
profile of Albert Plant.) 

In 1055. a sr()\soi{-estimated 80'T of Leim & Fink's total advertis- 
ing budget will l)e in television. With the / Love Lucy rerun;;, I>elni 
X I'^ink will continue sponsoring The Ray lioltiei Slioir, AliC TV, 
Fridays. o:30-0:()() jj.m. until tlie contract ends in Sejitend^er. 

"It will h(^ ver\ interesting to watch the ratings of the Lucy reruns 
and to compare its audience composition with the Mondav night 
audii'iice,"' remarked Watler Plant. 

Docs he expect llic Sunda\ night reruns to take audience awa\' 
from the MoiuUu' lught show? 

"Well, that's i)r(^tty hard to jiredict." Phiul answered sonunvhat 
liesilantK . "Still, ue're sine it will lia\e a very good audience." 

W alter Plant, who's been u ith the <'ompany for the ])ast eight 
vcars. heads uj) the Canadian as well as lairojican linsiness of Lehn 
& Fink. "Ibit 1 haven't been to Euroj)e for two \ears.'' he added 
sa<ll\. His U.S. interests incbidc; two sons and a daughter. * * * 
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With innate iniino(K'st\ , vse <'ali \our 
attention to a Fact: 

Ammil.lo is again No, 1 for the nation in 
retail sales per household . , . jar the third 
consecutive year. If this suggests that 
we're ivoith an advertising investment, it's 
no coincidence. 



KCNC AM 
KCNC TV 



Amnrillo, Texas 



NBC and DuIMont Affiliate 

Nat'l reps: The Katz Agency 
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/>>■ Joe Csida 

Fihn pi'ivc vuttittfi still vritlvtil 

TliereV- lillle doubt that the fihn price-ciittinjr .«itiKition con- 
tinues critical. In this connection we found Kcub Kaufman"? 
blast against tin; price cutters interesting, hut we're afraid 
it will have little ellect on the general situation. One of the 
most expensi\'t> of the new halfdiour show> (one that's said 
to cost over SoO.OOO per episode) sold for $16.50 in a cer- 
tain small market, first run. recently. /\s long as the major 
producers and distributors will let product go at prices like 
that, there's little that can be done al;out the general situa- 
tion. We've said this befoi'e. and we repeat it now: In the 
hnal analysis there's only one way to compete in the tv fdm 
market today, and that is to produce a fine show, of as ex- 
(dnsi\e a nature a* j)ossil)le. ^\'ith such a show it i'- jiossible. 
providing adequate financing staiuls hehind the production, 
to hold ont for, and get a fair pi'icc for a series. A couple 
colnnms ago, while crystal-balling the t\ film fi(dd. we men- 
tioned that we beliexed this was an era in which the men 
would be separated from the boys, and developments since 
ha\e caused u- to forsake this opinion not at all. 

An infre(fn(Mitly discussed problem these days in the tele- 
film fi(dd i- the failure of many accounts (and a number of 
them considered profitable, solvent operation^) to pay their 
bills. Di-triljutors and producers arc nnming into an in- 
creasing amoimt of bad debts, and as a mattei- of fact, the 
first exploratory step- are now I eiug taken to band distribu- 
tors and producers together into an organization, one of the 
main functions of which would b" to -et up a credit infcu'ma- 
tioii exchange, 'fhis situation. howe\er. is onl\' one which 
plagues the Iv film fi(dd tbe-c days, and the probabilities arc 
that many a season will have come and gone, before the field 
achie\c- the de-ired stability and status of iiubistry health. 

* * * 

Jo Dine, formei l\ of \B(] and Ziv. and now rniiiiing hi- 
own public relations Inisinc'- with Man Kalmus. was telling 
me the other dav about the interesting reaction to the -((n\- 
their firm put out about Mick(^y Sillcrman of T(devision Pro- 
grams of America. Mo-t of the traile press and some dailies 
carried the yarn, which -imply told ol a 2()-miiiute sales film 
Mickcv had made in connection with 'fl'A's Captain (lallant 
t\ film series. 

This seeme<l to me a fairly orthodox application of the 
( I'h'ase turn to page ()'2) 



WDAY-TV 

WINS BY A 

KNOCKOUT! 




OOPERS show that in Metropolitan Fargo, 
\^'D AY-TV wins all audience-preference honors, 
hands dovvii. Actually, five to six times as many 
Fargo- jMoorhead families tune to WDAY-TV, as 
to the next station! 

Look at the TV sets-in-iise — 65% at night! 

But Metropolitan Fargo is really just a small 
portion of the story. WDAY-TV is the preferred 
station throughout the rich Red River Valley — 
one of agricultural America's heavily-saturated 
television markets. Ask Free & Peters! 




WDAY-TV 

FARGO, N. D. • CHANNEL 6 
Affiliated with NBC • ABC 



FRKE & PKTKKS, INC. 

Exclusive National Representatives 



HOOPER TELEVISION AUDIENCE INDEX 
Forgo, N. D. - Moorhcod, Minn. — Nov., 1954 


AFTERNOON (Mon. thru Frl.) 
1 2 noon — 5 p.m. 


TV-SETS- 
In-Use 


Shore of 
Television Audience 

WDAY-TV ' Stotion B 


38 


86 


14 


5 p.m. — 6:30 p.m. 


48 


88 


1 3 


EVENING (Sun. thru Sot.) 

6 p.m. — 12 midnight 


65 


85* 


17* 


(^Adjusted to compentote for foct ttotions 
were not telecotting all hourti 
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motivates the sale. And some of the peak 
spending more time in network ra^ 

increased its weekly time on CBS Radio 

and Bristol-Myers^ each by forty-\ 

by a half-honr J II on C 



in ever before, it's advertisi/fg that 
1.0 make the most sales are now 

I 

Uhe last six months General Motors has 

I 
I 

honr and a quarter. General Foods 
flutes. Gampana and Liggett & Myers, 

r 








CHAJiNEL ilEVEN 



CBS TELEVISION 
FOR THE TEXAS 
GULF COAST AREA 



REPRESENTED NATIONALLY BY CBS TELEVISION SPOT SALES 



HIGHLIGHTS of SPONSOR'S survey of media directors 



CONSENSUS ON 
RADIO'S FUTURE 



CONSENSUS ON 
TELEVISION'S COST 



HOPEFUL OUTLOOK for increased tiae of radio 
iia.s xeen by media men. IJnl rndio, lliey lelt, 
I ivonid need Iresher joniints. retili^tic priiirig, 
J more thorouiih rcsearth, mnximum jle.xihilily 

NO EXITING OF TV uas ettiisiont-d hy media 
I and, even if costs continue to rise. The 
agcncyrnen felt sponsors would Slav tv-trtiie, 
even if it meant rutting bock on frecjuency 



CONSENSUS ON 
WHICH MEDIUM 
SELLS ITSELF BEST 



MAGAZINES IN GENERAL Lend to do the best soles 
fob on (igencymc.n. panel members felt, citing 
the long-range objectives of sales campaigns, 
deep research on readers, age groups, uses 



Survey covered 10 agencies lieavy in radio-tv billings 

WHO WAS COVERED? Media directors or assomtte media directors in 10 oj 
agencies with largest radio-tv billings. Eiglit-tentlis of group are v.p.'s. Agencies 
are: BBDO; Bioiv-Beirn-T oigo ; Cunningham & Walsli; Foote, Cone & Belding; 
Kenyon & Eckhardt; Kudner; Lennen & Neivell: Ted Bales: J. IF alter 
Thompson; Young & Rubicam. 

TOTAL BILLINCS? These agencies had total billings oj over S725 million in 
1954, based on SI'OXSOr's 13 December 1954 survey oj the top 20 air agencies. 
Air media billings amounted to over S330 millionnn 1954. 




f#ofc? ^hctj vit*tv tuidia and tvi^^risii^it i^nluij 
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/>V Charles Sitirlnir 

Jf^he article hegitining on the next page draws together, for the fir^l time, the hasic 
air media thinking of 10 of the country's leading agency media executive.-. The-c men 
(?ee names, photo:, next page) make media recomnieiidatioiis iin olv iiig o\ cr-all hillings 
of more than $725 million gro^s annually, and radio-tv hillmgs adding np to more tlian 
$330 million. The survey consisted of a scries of depth interviews conducted at agency 
headcpiarters. The media men and their -taffs were asked (piestions that dealt with 
everything from spot radio to tv "speclacular>."' and from media buying trends to opin- 
ions concerning what media did the hest all-aronnd selling job to agencymen. With many 
a client and agency scheduling disciis>ions of fall radio-tv plans during the next few 
weeks, spOxXSOR considers the conunenls of thc<e high-level admen particularly timely. 
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10 MEOI.V IHIIKCTOIIS: they tend to agree on major air matters 



ifuesilan J. Jl hat are the principal 
problems you jace today as a media 
executive in the day-to-day buying of 
radio and television? 

Two major radio-tv problems hedevil 
the media exe* iitives in sro\S()l{"s hlue- 
rihbon panel toda\ : 

Radio: Much work is required to- 
day to overcome emotional resistance 
to radio on the ])art of tv-couscious 
clients. This jot) rs made tougher, 
agencymen feel, h) the frequent lack 
of good. per>uasive reasons for pur- 
chasing radio furnished by radio sales- 
men. 

Television: There's little in the way 
of basic problems in selling tv values 
to clients, apart from occasional justi- 
fications of its costs. Principally, the 
tv jirobleni boils down to a lack of 
good availabilities to ofTer clients and 
a lack of up-to-date coverage and set 
count information. 

Most of the problems cited to .si'ON- 
SOR in its sur\ey fell into one or the 
other (or both) of these categories. 

Here are typical opinions: 
• "We have no major problems to- 
day in re selling radio to clients." said 
the media \ .\). of one of the largest ad 
agencies surveyed. '"After nmch dis- 
<'us'^ion back and forth with them, 1 
tliink most clients have placed radio in 
a good media j)erspective. In fact, 
we'll prol)ably have more radio in 



1955 than we ve had in the past three 
years."' 

• '"Our princij)al radio problem," 
said K&E's Asso< iate Media Director 
Phil Kennev. ""is still that of justifving 
the use of the medium to those who 
work in an oflice all day and then go 
home at night and watch tv. However, 
there's been a rcnitalization of client 
interest latelv in radio proposals." 

• "We have a general problem in 
radio and t\ in that both media la<'k 
.•standards of circulation and ratings. 
In circulation, for example, we are 
daily getting further away from in- 
dustry 'bench mark' measurements. 
Ratings often create problems of client 
confusion because of their variances 
and multiplicity,' said Kudner v. p. 
Hugh Johnson. 

r^ii(>.v(ioii 2. What, in your opinion 
are some of the opportunities agencies 
and clients are overlooking today in 
buying radio or tv? 

The most immediate answer to this 
from the media executive panel usual- 
ly took the form of "W'e don't over- 
look any opportunities — we look at 
everything. a> a good agency should." 

Clients, however, sometimes pass 
o\'er a good bet in radio or tv before 
thev've investigated it thoroughly, the 
admen say. 

• "Generally speaking, the most o\ er- 





ISISDO: Fred Barrett, I'.p. 
in Charge of Media 



looked opportunity in radio is that of 
its frequency value — package plans 
with a solid punch and the delivery of 
a mass audience." said BBDO jnedia 
v. p. Fred Barrett. "In tv, both agency 
and clients are constantly in\ estigating 
all angles and opportunities. W'e have 
BBDO clients using tv around the 
clock, from the choices! network night- 
time programs to 'C class time on 
local outlets." 

• "I'm not aware that we\e missed 
an\ good opportunities,'" said Y&K 



KiK:E: Phil krririe\. 
Associate Media Direr tor 



Kudner: Ilii^h Johnson. 
I'.p. in CJiurae of Media 



LiK:\: Anthony Dc Pierro, 
I .p. in Charge of Media 



JU T: Arthur Porter, 
I .p. in Charge of Media 







30 



SPONSOR 



I 





n/ps; C. E. Midgley, Jr., It-lt-T: John Kucera, I'. p. in CJi li': Xeiiman MiKvoy, V.p. FC&Il: I'aul Gcrhold, I .p. m 

(Charge of Media and Research 



For the inosl pari, this has- been ac- 
complished through slep-iips in the 
amount of information lliat is ex- 
changed between buyers, or through 
closer linking of broadca--! and print 
bu) prs through media PU|)er\ isors. The 
majority of large agencies today buy 
under a "group s\stem." with teams 
of specialists re]iorting to a grouji su- 
pervisor who is responsible for media 
purchases for a group of accounts. 

Young ^ Rubicam, in the pa?t couple 
of seasons, has been making the boldest 
step of all. Y&R, as most admen kirow. 
has changed to the "account buyer"' 
system uhcreb) indi\idnal buyers pur- 
chase all major forms of media for one 
or more accounts. Most agencie?. al- 
though they're trending in this direc- 
tion, still keep their air and ])rint buy- 
ing separated as far as individual bu)- 
crs are concerned. However, there s 
no separation an\ where of iiir media 
bu)ing into teams of "radio" and "tv ' 
bu\ers; broadcast bu\ers purchase 
hotli media, hear pro])osals from both 
sides. 

Here are some individual comments 
from agencymen on this topic: 
o "The more wc work in the 'all- 
media purchasing' pattern, the more 
we like it." said ^"&R's Peter Le\athes. 
"Our buvers concern themsehes close- 
ly with client problems, and are likeh 
to be more objective in their selection 
of media, and more creative. Most of 
the time, you can't tell quickly whether 
a Y&R bu\er has been trained original- 
( Please turn to page lOi!) 



I Group Supervisor Charge of Radio-Ti 



\.p. Peter Levathes. "If we're not 
'bullish' about certain slots in da)- 
time tv, it's largely because we feel 
they are over-priced with relation to 
nighttime tv rates and audience size, 
for exain])le." 

• "Some admen may be overlooking 
the value of low-rated radio shows that 
feature strong selling personalities." 
said FC&I5 media and research v.|). 
Paul Gerhold. "This could easily be 
caused by an over-reliance on sheer 
statistics which would not show the 



Peter Levathes, V.p. 
rge of Media Relations 




Time Buying and Media Director 



sales effectiveness of programing." 

The fact that media executives face 
the sjjecial problem of lia\'ing an over- 
whelming selection of media before 
them was stressed by J. Walter Thomp- 
son V.]). Arthur Porter, who stated: 
• "Before a media man selects fronr 
the over 100 tv stations. 2.698 radio 
stations. 1.785 dailies, 544 Sunday 
papers, 10,326 country weeklies, 6,092 
consumer magazines, and 1,200 out- 
door plants available he must know- 
three things: (I) a com|)lete picture 
of his client's marketing position, f2) 
what kind of copy story is going to be 
told, and if it is dependent upon dem- 
onstrations, prestige, or it is lengthy 
sell or short, fast sell, (3) the kind and 
amount of advertising weight being re- 
leased by his client's competitors." 

To do this, the JWT agency man 
feels, media men must also make 
thorough investigations of all media 
opportunities. Those that arent 
bought, for the most part, don't lit the 
client's overall plan. 

Question :t. What major trends have 
appeared in the methods by uhich 
your agency buys radio and television? 

The biggest single trend in large- 
agency media bu\ing can be sunnncd 
up in a word; "integration." 

Tlie top agencies, SPONSOR s checkup 
shows, are making a com erled effort 
to build closer links and establish firm- 
er liaison between broadcast bu\ ing 
and other forms of media j)urchasing. 
such as jjrint and outdoor. 
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iwepues km the fanio 

Jl. K iw'" 
UP 233% IN 1954 Sales rose (Iraiiiatieally diiriii**' first 




ow do you Ijroadcasl a beard? 
Flow do you translate a powerful 
visual conception into an effective 
aural equivalent? This is a classic 
question raised by print-oriented ad- 
men. 

Such a translation may well have 
seemed impossible to many when the 
luxuriant chin-piece of Connnander 
Edward Whitehead first appeared in 
The i\cw Yorker in Mav 1953. More- 
oxer, the copy that extolled Scbweppes 
Quinine \^ ater was sophisticated, lit- 
erate, obviously directed to a discrim- 
inating minority. 

Vet today you are as likely to hear 
the polished pitch of Schweppesman 
\\ hitehead between basketball scores 
or following a pop disk as during the 
intermission of a classical concert. 

Spot radio, in fact, has become one 
of Schwejjpes' major media, this year 
di\iding equall) with ncwsjjaper and 
magazines the Si'ONSOK-estimated ad 
budget of about Si. 000.000. 

In many markets radio does most of 
the job, since the magazines — The Xeic 
Yorker. Gourmet. Cue — co\er onl) a 
few cities well. The account's fir>t full 
r.S. radio year — 1951— is also the 
\car of its most rapid distribution 
growth. In 1953 \ ou could purchase 
the quinine water onl\ in INew ^'ork. 
Today, the distribution network en- 
compasses some 50 markets. 

This growth is refhxted in a spectac- 
ularly steep sales curve. In 1952 only 
30.000 cases were sold. The jump be- 
tween 1953 and 1954 was 233'r; 
Schwepj)es' agenc\ is Ogilv\. Uenson 
and Mather. (See statement by agency 
jjresidcnt David Ogilvy in box, right.) 

ffiKiiif/ a nun'ln'l: The Scbweppes 
media cond)ination for developing a 
market consists of a co-ordinated radio- 
newspaj)er canijjaign. under the super- 
\ ision of agenc) media director James 
McCaffre) . Pattern is to open hard 
with a 40-100 j)er wwk announcement 
schedule and taper off after the satu- 
ration period to a sustained fairly 

SPONSOR 




heavy announrcnient frequency. 

The quinine water market is sea- 
sonal, varying in length with the hot 
weather period. 

Associate a/e Barry Loughrane ex- 
plains the approach this way: "Maga- 
zines give us the national prestige cov- 
erage; in the indivirlual market the 
\:ery large newspaper sjiace gives us 
strong impact; spot radio provides 
frequency and continuity." 

Spot radio permits reaching a wide 
cross-section of prospects says time- 
huyer Ann Janowicz. She seeks a sub- 
stantial male audience component on 
the assumption that the man's brand 
preference is important in determining 
the family's purchasing with respect 
to such a product. "This is particu- 
larly important," she says, "in those 
areas where the mixer is to be found 
mostly in liquor stores." 

She estimates that the ad dollar is 
weighted about 65/35 in favor of the 
male audience. 

For this reason, many of the 
Schweppes announcements will be 
heard in the early "wake-up" period, 
and during the afternoon "drive-home" 
time in many cities. 

In Los Angeles and Detroit, as well 
as in other places, Miss Janowicz re- 
ports, the car audience is considered 
the important one. In Detroit, for ex- 
ample, over 70% of the announcements 
are aired between 3:30 and 6:30 p.m., 
which is the period when people are 
coming from and going to work in ac- 
cordance with the auto city's "stagger 
schedule" jiractice. Tlie man driving 
home may be tired and hot, therefore 
a good prospect for a sales pitch about 
a cooling, refreshing drink. 

While cosl-per- 1.000 is not the pri- 
mary concern, station package dis- 
counts are important. A market's air 
budget, Miss Janowicz explains, is 
predicated on the minimums necessary 
to qualify for such published discounts. 

In New York, for example, the 1951 
weekly schedule was divided so as to 
take advantage of the rate structures of 
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How llfft'ifl Oc/ilri/ views 
the Schweitpes tiecouui 



Commander Whitehead is a symbol oi the English origin of Sehiceppes. 
lie is chief representative in the If ester n U cmisphere of this 
great IGO-year-old English house. 

Consumers seem on the whole to be more interested in people and 
personalities than in trademarks and- eorporations, a discovery made long 
since by Claude Hopkins. One of the most interesting things about 
Ford is Henry Ford; one of the most interesting things about 
Helena Rubenstein is Mme. Rubenstein. The consumer likes to know tchat 
hind of a human being stands behind the product of his choice. 

The impact of the IThitehead advertisements, whether printed or 
broadcast, is fantastic compared with the impact of "ordinary" 
advertisements. It reaffirms my belief that the difference between great 
and ordinary advertising is of the same order as the difference 
between dynamite and plutonium. 

Whitehead in print has an impact the like of which I have never .<;een, 
and Whitehead on radio is even more resultful. 

The imagination boggles at the results which uc are going to get 
when we combine Commander Whitehead's voice and visual personality i 
g in television advertising. ff 



five stations: WQXR-20, WNEW-42, 
WOR-IO, \\^IGM-12, WMCA-9. 

Note the audience range from the 
classical music lover of WQXR to the 
sports enthusiast of miGM. WOR de- 
livers the housewife audience, WNEW 
and WMCA the music-and-news lis- 
tener, in the agency's opinion. 

A station, says Ann Janowicz, de- 
velops a distinct personality, attracts a 
certain kind of audience. It is more 
important for Schweppes that its mes- 



sage reach a large portion of the spe- 
cific audience types than that any par- 
ticular announcement hit a peak listen- 
ership. Thus the lack of emphasis on 
ratings, the concern with the intangi- 
ble of program character. 

The Schn-epiies problem: In 1953 
Schweppes faced the problem of con- 
verting its products from an import to 
a domestic basis. The specific problem 
[Please turn to page 90) 



In addition to starring in Schweppes commercials Commander Whitehead gets plenty of pub- 
licity for firm in form of interviews lilce this one on WINZ, Miami. He's natural performer 




PART TWO 

OF A TWO PART SERIES 




•Tvatutcorh is for 




T 




S 



Former co-owners of a ^as station, 
the two cousins now foriunlatc advertising' 
strategy for competing' cigarette brands: 
Philip Morris (John) and Old Golds ( Vdolpli) 




iiyoncics us tcell as fttotbal 



That's Adolph Tel 
viewpoint. (He's si 
at left as t| 
Chicago guard in l!j 
At right, L&N 
over tv storyboart^ 
eludes Adolph (/a 
H. Sauer, senioi^ 
and art dir. (sea 
and (/. to r.) E. 
v.p. and copy head 
Penberthy, a,'^ 
Mancini, v.p. aru 
dir.; D. Miller, 
v.p., acct. supal 



^%'^h\ch i<5 rougher the coal mines 
or Madison Avenue? 

rvo mere rlielorical question lliis. 
There are at least two top ageney ex- 
ecutives who could draw such a com- 
parison out of their own experience: 
Adolph Toi^io, president of Leiiuen & 
iSewell, and John Toigo, executive 
v.p. of Biow-Beirn-'roigo. Both men 
rose to their present positions late in 



by Evelyn Konr<i<l 

1954, within a month of each other. 
Both men had worked in the coal mines 
hack in their Illinois hometown, Benkl, 
when they were teen-agers. 

Which was harder, mining or ad- 
vertising? 

"Well," sa\s Adolph Toigo, "When 
J drove a mule in the mines some 35 
years ago, there's one thing I alwa)s 
told my mule: 'The only difference be- 




Jolin Ti>igo. Hiow-licirn-Toigo's executive v.p. {above), sa}s culvcr- 
li.siiig is just "'our oj several juclors contributing toward a sale. ' llou: 
conic I'liilij) Morris, iritli their top-rated tv '''Lucy", slipped in sales? 
Said lie: '''Ij they'd Iiad a poorer show, they'd have slipped jurther.' 



tween yon and me is that you've got 
to stay here, and I don'l.' But for a 
long time I didn't think I'd make it, 
and there are times now when I'm 
not so sure it \vas such a great idea." 
(John Toigo hasnl had time lately to 
reflect on the question in Itself a partial 
answer.) 

In Part One (7 IMarch 1955) spon- 
sor traced this transition from coal 
nnnes to Madison Avenue, sketching 
the careers of the Cousins Toigo from 
Benld through the University of Chi- 
cago, and after long-term stints with 
\arious agencies, on to Lennen & 
Xewell and Biow-Bcirn-Toigo. 

In this article, SPONSOR will show 
how the individual advertising back- 
ground and ])liilo?ophies, the person- 
alities of the two Toigos iia\ e influenred 
the devclo]nnent of advertising strate- 
gy for their accounts; how their think- 
ing is reflected in the use of air media 
by these two major radio-tv agencies. 
(In 1954, the two agencies, together, 
hilled well o\er $50 million in radio 
and tv: ISiow-Beirn-Toigo had 69% of 
total 1954 hillings, or §33.4 million in 
air media; Lennen & Newell, 57^ of 
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total, or $20 million in radio-t\.) 

"You can't make conclusive inter- 
media comparisons." says Adolpli 
Toigo. "But the indications are that 
t\'. when used properl), gi\es better 
registration than an\ other medium. 

"The most important tiling i> to un- 
derstand the consumers' attitude al)out 
your client's product. And if your 
stor\ is l)asically right, you sliould go 
on with it indefinite!) because values 
to consumers of the product are con- 
stant and if the product doesn't change, 
then dramatization i.^ constant. You 
can change the execution of the theme 
to maintain interest, hut don'l change 
the theme." 

Old Gold's "Treat instead of a treat- 
ment" theme is an example of long- 
term consistency in advertising; tliis 
theme was used by Lenneii & \ewell 
for seven or eight }ears. Old Golds 
sponsor two half-hours weekly on net- 
work tv, used spot radio as well recent- 
ly to introduce its new filter king cig- 
arette. 

Hiow-lBeirn-Toigo also has a cigar- 
ette account as one of its major air 
advertisers — Philip Morris. Sl'O.NSOH 
asked John Toigo: "How do vou ac- 



count for the fact that Philip Morris 
sales are slipping even though the 
cigarette lias been advertised on the 
top-rated tv show?" 

"If they bad a poorer show, tlie\ 'd 
probably have slipped further." John 
Toigo answered, adding. "Advertising's 





Twigs, Adolpfi's son (above), is one 
of sin Toigo-Rigotti's in advertising 



only one of several factors contributing 
toward a sale, and t\ is onl\ one of 
se\eral advertising media. ' 

A few days after he'd made this 
statement, Philip Morris cancelled its 
four-year sponsorship of / Love Jjucy. 
PM retains sponsorship of Public De- 
jender. CHS TV. and two CHS Hadio 



shows. ,l/v Little Margie and Tennes- 
see Ernie. It will put some of the 
mone\ freed from Lucy into spot tv 
and newspapers. 

Ihough their agencies are in hot 
competition to sell Piiiiip Morris and 
Old Gold. th(» two cousins remain fast 
friends. There are. actually, four other 
members of the Toigo-lligotti famil) 
who're in some phase of the advertis- 
ing business: Jerry Toigo is a Pepsi- 
Cola bottler in Joliet. 111. and a former 
adman; John Uigotti is assistant re- 
search director at Foote. Cone & Beld- 
ing, Chicago; Koniolo Kigotti is art 
director for MacFarland-Aveyard, Chi- 
cago: and Oliver "Twigs" Toigo, 
Adolph's 23-\ ear-old son. is in Lennen 
\ Newcll's contact department. 

The two, howe\er, whose careers 
seemed most closely linked are Jolm 
and Adolph Toigo. At one time the 
two men worked in the same agency 
in Chicago. Hut Adolph came up 
from the ranks Ui rough research, while 
John began as a copywriter. 

Adolph considers Leimen & Newell 
a "research-con>eiou>'" agenc\. per- 
sonal!) (•ontiniJe> his contact with 
[f'U'ase turn to 1 04 1 
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Wlioii WVIIA niifl K. II. Wliiio joiiieil foreo.s. ilioy iiiol with iiiicx|ici'tocl siieec^ss 



cpiirtinent :-t(»i"('> ha\e lona dis- 
|)l;ne(l a frnstratinfz iiidiiTerence to tlie 
use of air nunlia. liut uj) in Boston re- 
(TiitU. the |)iiiil-oi ii'Mted sentiments of 
one l)ig (l('|)ai"lnienl store were tnrned 
into enliuisiaslic sii|)|3((rt of radio 1)\ a 
iioston station operatinji on tlic |)rin- 
<-i|)ie. *"lf \on can t lick eni. join eni. 

W \ 1) A was a ionjitinie wooer of tlu; 
nnres|)()iisi\ e !!. 11. W hite dei)artinent 
store until one da\ . a station-store cou- 
i la\e ^a\(" hirtli to a prouiisinjz idea 
for a mutual promotion: nu)\in<; tlie 
radio studio to tlu^ stores main win- 
dow and rnnniniz it^ full-da\ hroailcast 
ojjeratiou ri,ulit there. e\ei\ da\ for a 
sustained |)eriod. 

.So it was afireed and so it lia|)- 
pened. \nd so im|)resse(l was U. II. 
White with the results that it hecauie 
W \ I) \ s hijifiot u^er of time, now 
spends a|)pro\imatel\ .S2.i.()()(l a \cni 
for aiKertisiufi on the station. W hit(^ 
i^ ha|)p\ with its iipped sales \olume 
and W \ I) \ ran hoast of inrrea^eil 
li--teninfj:. 

lint the "station in the window" 
|)io\ed to he a unich hijifier force than 
an\one at the outset thonjiht it mifxht 



he. Not onl\ did it attract crowds 
which sjjilled oxer into the street and 
disrupted trafTu'. hut it turned out to 
he a majiuet for some two and a half 
million |)eo|)le. pulled to the store cus- 
tomers from Maine. New Ham|)s|iire. 
Kliode Island and j)ro\inees of Canada. 

I he entile operation prov ed to he a 
hijihh successful "(piid pro (pio " \eii- 
tuie. in addition, the fact thai store 
odicials themsel\(^s took an acti\e part 
and personalh aj)peared on the air. 
|)oints np an iutereslinj; principli^: that 



case history 



personal contact with and ))articij3ation 
in a gi\cn \entiire can generate en- 
thusiasm where none may lia\e exist- 
ed hefore. It was in this wa\ that 
W \ I) \ sustained W hite s interest in 
radio aftei the initial excitement had 
worn off. 

[I'U'dsr turn to pa^e GG\ 



Big-name personalities such as Eartha Kitt, Jimmy Durante, Frankie Lalne were induced to visit 
store, be presented over air. Station in window became mecca for some 2,500,000 people 
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Two plans to sell 




Tlic\y ofior ilifk'oriiij;' :ifl approaelic^s lo sp<Misor 
sookiii^' oeoiioiiiicfil. :ifler-flark eireiiliilioii 



I- *^ 



CBS SPOT SALES: NEIJ' GROUP PLAN 

l\ew Group Ihrying Plan of CBS Radio Spot Sales offers graduated 
discounts to nighttime advertisers ranging from t for three 
outlets up to 2(/ ( for all 1 1 st-ntions represented hy group. To (jualif v 
for discounts clients must buy the dollar equivalent of three tinies 
the one-time, evening quarter-hour rate on at least three stations. 
The GBP discounts are in addition to regular station discounts and 
apply to purchases betiveen 7:00 and 11:00 /).///., except for Pacific Coast, 
ivhere 6:00-10:00 /}.///. period applies. For complete story, see page 3H 



•" 2 



ORG: 35 STATIONS TO COPER THE U. S. 

Quality Radio Group, tape programing "netirorl:," offers advertisers a 
relative handful of high-pouer stations whose signals. ORG says, cover 
90'/( (if S. radio homes. Clients must buy all stations in group, 
time purchases must be in units of 15 minutes or more. While no rate 
card has been published, it is known that discounts for buying 
group will be offered in addition to regular station discounts. QRG 
stresses economy of powerhouse coverage and seehs to sell 
to sponsors tiitli wide distribution. For cimipleto stitry. see page 10 




1 




06S Spot Sales approach: np 
kmmi for group buys 



GriifliialofI i'«»riiiiil;i ;:'ives iii;:']ittiiiio eliiMits afl«liti«»ii«il iliscoiiiits 
fc»r buy ill"' i\s few as tlirc^o stati«»ns in latest ;:'roii|i svlliii»' move 



x\^<'^^esl cfTorl to sell iiiglittiiiif radio 
< onie.v out of the CI>S lladio Sj)()l Sales 
-lalioii rep firm. 

It oders soinethiri" new in the bnsi- 
ne^^: a graduated discount formula 
which combines the llexihility of spot 
and the mass < irculalion e^-onom\ of 
network bu\s. 

Like the Quality Radio (irouj) (see 
following story) and the National 
Saturation Group (NATSXTl j)lan of 
the John IJIair station rep firm it rej)- 
rcsents a trend which is blurring the 
line between spot and network bu\iug 



in the radio niedinm. 

Dubbed the (^.roup Bu\ing l*lan, it's 
offered to advertisiMS on behalf of all 
14 stations represented l)^ CHS Radio 
Spot Sales. Here's how it works: 

If an advertiser buys a certain 
amount of evening time on three or 
more of the CBS Sj)ot Sales stations he 
gets discounts ranging from 15 to 
20' depending on the nund)er of 
stations he l)uys. For each additional 
station above three, the advertiser gets 
another 1 '/V off. (See boxes on next 
page. ^ 1 hese (lis<'ounls are in addi- 



tion to the regular station discounts. 

To qualify for these discounts, the 
client nmst buy the dollar equivalent 
of three times the single evening quar- 
ter hour rate on each station during a 
week's period. On all but one station 
this is equal to 21 announcements. 
The time must be Ijought between 7:00 
and 11:00 p.m. except for the Pacific 
Coast, where tlie a|)plicable period is 
6:00-10:00 p.m. 

Like a growing number of radio rate 
<-ards and package plans, the CBS buy- 
ing plan is tailored to the in-and-out 



VK//i((ilii«* fii'oiip f{|ii/iii</ l*\ttn of CBS Radio Spot Sales 
is explained by Henry Flynn, left, general sales manager. Listening, 



I. to r., are Wendell Campbell, CBS Radio vice president; Stanley Pul- 
ver, air nnedia manager, Lever Bros.; Newell Schwin of spot sales firm 
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DISCOUNTS: They depend 
on the number of stations bought 



NUMBER OF STATIONS 


DISCOUNTS 


ANY 3 STATIONS 


75% 


ANY 4 STATIONS 


76% 


ANY 5 STATIONS 


77% 


ANY 6 STATIONS, 


78% 


ANY 7 STATIONS 


79% 


ANY 8 STATIONS 


20% 


ANY 9 STATIONS 


27% 


ANY 10 STATIONS 


22% 


ANY 11 STATIONS 


23% 


ANY 12 STATIONS 


24% 


ANY 13 STATIONS, 


25% 


ALL 14 STATIONS 


....26% 



Nighttime discounts shown above are on top 
of regular station discounts. Client must 
buy at least three stations to get them 



TO QUALIFY: These minimums must 
be spent on each station to earn added discounts 



STATION 


CI TY 


MINIMUM 


IX DC 

KCoS 


SA\ rl\A.\LISC(J 




kMOX 


ST. LOL IS 


654.00 


KNX 


LOS ANGELES 


780.00 


KOIN 


PORTLAND 


225.00 


KSL 


.SALT LAKE CITY 


270.00 


WBBM 


CHICAGO 


648.00 


WBT 


CHARLOTTE 


510.00 


WCAU 


PI/ILADELRflfA 


600.00 


WCBS 


NEW YORK 


1620.00 


WCCO 


. .MINNEAPOLIS 


720.00 


WEEI 


BOSTON 


. 630.00 


WMBR 


JACKSONVILLE 


114.00 


WRVA 


.RICHMOND 


264.00 


WTOP 


WASHINGTON 


315.00 



Dollar figures at right are equivalent of three times the 
single evening quarter hour rate, which is minimum amount 
which can be spent at night to earn discounts at left 



advertiser. While CBS, as well as other 
radio sales outfits, stress that frequency 
of advertising is essential to get the 
best results out of radio, a client for 
GHI' can buy a single week, if lie 
chooses, and still qualify for the dis- 
counts schedule. 

It is interesting to note that the Blair 
NATSAT plan, while it can be bought 
for a single week, gives additional dis- 
counts for greater frequency. The 
NATSAT discounts go up to 10'"^ for 
52-week buys. 

lender the NATSA T plan the adver- 
tiser has to buy all 43 stations repre- 
sented by Blair, except that the rep 
won't insist on the advertiser buying 
markets Avhere he has no distribution. 

The Blair plan, which is based on a 
minimum of 21. participations per week 
per station. u>uall) provides for a com- 
bination of day and night purchases. 
However, the firm will sell NATSAT 
for a iiighttinie-only purchase. 

In its GBP presentation to advertis- 
ers and agencies. CBS Radio Spot 
Sales stresses its 14 stations' coverage 
of great clusters of the nation's popu- 
lation. This, says, CBS is "the nation 
in a nutshell. . . . 



"In fact," the j)resentation says, 
■'37% of the nation's population lives 
within the intense <overage areas of 
these 14 stations. And 50'^ of the 
country's population lives within the 
14 stations' total sorvi<c areas. " 

CBS estimates, on the basis of the 
1952 Nielsen Coverage Service figures 
on radio ownership projected against 
1954 Sales Management family figures 
that 17,665,270 unduplicated radio 
homes are w ithin the 14 stations' night- 
time "'basic sei \ ice areas." 

CBP is geared for frecpiency, C15S 
says, and gives the following example: 
Ai\ ad\evtispr can buy as many as 19,- 
528.320 familv advertising impressions 
for 390-per- 1,000 or 34,089.930 listen- 
er advertising impressions for 220-per- 
l.OOU. This assumes maximum dis- 
counts on both the station and GBP 
level. Audience figures are based on 
Pulse, except for Salt Lake City, where 
Hooper was used. 

Costs-per- 1,000 with fewer than 14 
stations are also low, the presentation 
tells advertisers. Here arc two exam- 
ples cited. Both assume niaxinuim dis- 
counts. 

For three stations: An advertiser 



^^\u> buys \\ CBS, .New \ ork; WCCO. 
iMinneapolis-St. Paul, and KOIN, Port- 
land can buy family advertising im- 
pressions for 590-per- 1,000 and listen- 
er ad\ ertising impressions for 3 l-^-per- 
1,000. Weekly cost is $3,502.42. Week- 
ly family impressions come to nearly 
six million and weekly listener impres- 
sions come to nearly 10.5 million. 

For sir station^s: For a Aveekly cost 
of $3,000 even, an advertiser can cor- 
ral more than six million family im- 
pressions for 49(^-per-l,000 and more 
than 10 million listener impressions for 
29(^-per- 1,000. Like the abo\ e example, 
the stations were sehx'tcd at random 
and are figured on a 52-week basis. 
The stations included in this calcula- 
tion are W EEL Boston; WTOP, W ash- 
ington; KSL, Salt Lake Citv : KNX. 
Los Angeles: WCAV. Philadelphia: 
KMOX. St. Louis. 

One eiTe<t of the discomits. it is 
pointed out by Sherril Taylor, mana- 
ger of sales promotion for CBS Radio 
Spot Sales, is that if a client buys, -ax. 
WCBS plus two others he can get or 
almost get one of them free. In the 
three-station example given above an 
[Please turn to page 98 i 
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,TS STATIONS IN THESE MARKJTSmUOVER 



90% OF U.S. 



MARKET 



CALL 
LETTERS 



NETWORK POWER" 



(UK if'f^ 

rillLADEil'll'-^ 
DETROIT 

I'lTTSin RCII 

sr. LOl 
irASiii\(iTO\ 

( LEI EE.m> 
BALTIMORE 
MIWEAI'OLIS 
in EE A LO* 
1 1 01 STO.\ 

(.im:i\ \ati 

KA\SAS (ATY 
SEATTLE 



KDKA 

WTOP 
WGAR 
WBAL 
WCCO 



50,000 

50,000 
50,000 
50,000 
50,000 

5,000 
50,000 
10,000 
50,000 

SIntion iii'inhi>!l 



MARKET 

roRTLASD 
^M-IC ORLEANS 
ATLA\TA 

l-T IfOHTlEDALLAS 
, sl,arc Time 820 kc) 

l)E.\ I ER 

SA\ ASTOMO 
ROCHESTER* 
OMAUA 
HlflEMOM) 

\ ASH I IEEE 

SALT LAKE (AT) 

Tl ESA 

DES MOISES 

(UARLOTTE 

AEIU QVERQl E 
RALEIGH 

.\ lyltltiiiie 



CM L 
LTIEKS 



NETWORK POWER- 



NBC 



50,000 
50,000 
50,000 
50,000 

50,000 



WOAI 



definite 




NBC 


50,000 


definite 




NBC 


5,000 


CBS 


50,000 


NBC 


50,000 


CBS 


50,000 


NBC 


50,00fl 


NBC 


50,00C 


CBS 


50,00t 


NBC 


25,00 


NBC 


50,00 



/•(fii rani e 



m lie push 1(1 sell iii^lillimc ladio is 
fjctlin^ iinporlaiil iin|)cliis from eflotts 
1)\ (,)iuilil\ I'adlo ()i oiip. I lie <i;r()ii|) is 
now ^('tliiij: imdciwax iti eaniosl and 
is pnHin;z special cmplia'-is on ils line- 
up of |)<i\\ei' stations. 

1 lie idea of coxciln^'^ llie (ounltv 
with a small list of hi^h jiowcr am sta- 
tions lias ap|(calc(l to adincn for \(!ars. 
\s far l)a<k as the Thirties lliete was 
talk (A hlaiiketltiji the I .S. with a few 
lialf-millnm watt sifinal- hoorninj; ont 
o\er \asl rc5.M<iiis. each station coxci- 
iii^' skillioiis of listeners. 

I he snpcr-jfow eriionses ric\ei came 
ahont hut the "jO kw outlets ami some 
les^i I -[xiwcred rejiional stations still 
olTir snii-tantial umhrella co\era''e. 
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approach: i Mm 



National adxtnli^eis ha\e Ix'en huxing 
<jr()U|)s of ihcm for \ears. Ilowcxcr. 
IxM'ause of nelw(nk ()|)tioii time, those 
l)u\s lia\(' f)ft('n hecn confuied to an- 
nonncenients. Moreo\ei-, it had not 
hecn |K)ssil)l(' In \u\\ a small ^i()U|i of 
powerhouses throujili one sales oOice. 
with diseoinits for firou|) |)nrchases, 
and which would provide an\ thing 
near national co\era<:e. 

I iitil re<-entl\. that is. \o\\ . throujih 
tlie (,)nalil\ Radio (Iroup. admen are 
ofTcred a f:rou]> of three dozen oi' so 
am power outlets whose si<;nals. OIU/ 
claims. eo\er ahout 9(1' r of all I .S. 
radio homes with a minimnm of o\er- 
laj) (see map on next jiape). 

was oitiani/.ed last fall after a 



few \ears of |ilanninp:. I See "Qualitx 
Kadio Gr()n|i: what it has to oiler." 
si'ONSOK, 20 Septemhor 19.>l l. Con- 
sisting at the time it wa> organized of 
two dozen network afliliates. ils avowed 
|)nrpose was to sell those nighttime pe- 
t iods the wel)S couldn't. Since that 
time (^)1\G has ac(|uired a ijre^ident. 
Ward Quaal. who is a Croslex Hroad- 
ta>ting Corp. executive: an ex(Vuli\c 
vice president. William 1>. I\\an. for- 
merlx presidc^it of wlial is now UAl!: 
a stall and a more < lcar-cut idea of 
whal it will do. 

The hasic outline of QUO remains. 
It is a cooperative ta])(" |)rograming 
group, not a netwmk in llic couven- 
lional sense. It is selling nighttime 
radio. ]ilus Sinuhu afternoon. I'resent 
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Sifftiui lUH't'rttfff of QRG sfafions embraces 90% of U. S. families, retail sales, effective buying income, says 
QRG presentation to clients, agencies. Of 30 stations currently in group, 26 have 50 kw nighttime power. 
As list at left shows, outlets in San Francisco, St. Louis, Buffalo, Miami, Rochester will be added. 

Grey areas show counties where QRG stations had 10% or more nighttime, once-a-week, 1952 
SAMS audience. Map differs slightly from list at left due to station changes 




J Tape pro^raiiiiii^' "network" i.s soUl us $;roii|i, 
• i3t aiiuecl at elioiits with wide cli.striliiitioii 



policy is lo sell QRG >tatioii> as a 
jlioup only. The eaih idea of adding 
stations to a basic core of QWG outlets 
to pick up some additional circulation 
for ( lients with specific dis^trihutiou 
problems lias been discarded. It is fell 
that llie ORG lineup, as present!) con- 
templated. co\ ers so much of the L 
that additional stations would, in most 
cases, mean substantial signal overlap. 

The QRG pcdicy of selling it>elf as a 
group points clearly lo Uie gT()U|)'s 
sales target: national ad\erlisers with 
wide distribution. Regional clients, a> 
well a? national advertisers with big 
holes in their distribution, would find 
QKG's full circulation wasteful. QRG 
seeks to interest advertisers who have 
ne\er used radio as well as sponsors 



now on the networks or using spot 
radio on a lUition-w ide basis. 

As cuiventlv announced, there are 
30 QRG stations covering the nation's 
top markets with San Francisco, St. 
Louis, RufTalo. Miami and Rochester 
expe<'tc(l to he added shortly and per- 
tiap> one or two more to be included 
later on. Of the 30 now in, 26 have 
nighttime power of 50,000 watts, one 
has 2.5.000. one has 10.000 and two 
have 5.000. If current negotiations for 
additional stations are carried through, 
the five markets to be added will mean 
another two 50.000-\\att and three 
5.000-v\att outlets. The 35 stations in- 
clude 21 \RC affihates. nine CBS affd- 
iales and two ea<li from ARC and 
MRS. 



As previously brought out. the sig- 
nals of these 35 stations co\ei about 
90' f of all radio homes in the L .S. 
To get some idea of the actual audi- 
eiK e these stations lia\e. ORG sub- 
scribed to the 1952 Standard \udit 
and Measurement .'Service coverage 
study and had run off a composite to- 
tal of iiiidiiplicated listening lioiiies. 

The figures show that the 3.5 radio 
stations reached an audieiK e of 19 mil- 
lion homes in 1952. This was the total, 
unduplicated nighttime audieiuc in 
tlio-e counties where 10' < or more of 
the radio homes listened one or more 
times a week to the QRG station-;. This 
figure i> believed to he ecpial or cloi-e 
to the comparable nigliltim(> radio net- 
(I'leaic turn lo pas;e 70) 
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revolution on tlio horizon 



l<]v('ry I'sic'Ol of iiHliislry will be sil'foelofi: kino |iroliloiii 

iii;iy lie iti eiifl: |ii*«»<liii'f i4»ii <»t' |ir<»^raiii siiiil ('<»iiiiiierc'ials 
iiisiy be eliea|iei% faster; use of film may i>'ive way to tape 
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-JP^irsl roiiiiiierciiil u>e of the re\olii- 
tionary \'icleo tape recorder may be 
only a year away. 

• I\CA has brought it out of the 
I'rinceton laboratory, has installed a 
unit at NBC, New York, for field test- 
ing under prartical conditions. 

• Bing Crosby Enterprises, Inc. 
told SPONSOR its system awaits only a 
redesign to eliminate minor bugs and 
repackaging for actual industry use. 
It has already delivered a unit to West- 
inghouse and looks forward to an esti- 
mated $500,000 in contracts within the 
near future. 

Few electronic iim()\ations ha\e so 
captured the imagination of program- 
ing people in the industr}-. Typical is 
this statement from Roger Pryor. v. p. 
in charge of radio and tv for Foote, 
Cone & Belding, New York: "The ef- 
fects of video tape will be far reach- 
ing. If everything claimed for it is 
realized, the present form of produc- 
tion will become obsolete and film will 
be a thing of the past."' 

Only 16 months after RCA's widely 
publicized color tape demonstration of 
I November 1953, broadcasters, film 
and admen surve\ed by SPONSOR see 
these major implications of the video 
recorder on the horizon. 

• It may mean the dawn of a new 
kiiie era, final solution of playback 
problems created by the country's dif- 
ferent time belts. For the first time it 
may be possible to schedule a tv show 
at the same hour in every part of the 
country. Switching from Standard to 
Daylight Saving Time will no longer 
upset station schedules. Shows will go 
on tape for rebroadcast in the differing 
time zones. 

• It will stimulate. lU^tgZ'trl^Tjpf to the 
canned show. Tapihg^anords 'absolute 
control, eliminates live Jiipgram errors. 

• Syndicated ftlnisTniay,. eventually 
give way to syndicate^ tap^§' owing^to 
time and cost^aVjti^j^^tfgg^^ 

• Taping will teritTto perpetuate the 
"live" approach in camera work rather 
than the technique of filmmakers. 

• Commercials may become sim- 
pler, be produced with greater fre- 
quency and at lower expense than now. 
Elimination of lab time and costs will 
be a big factor. 

• Live show standards nia) inipro\ e 
as directors are able to study record- 
ings of dress rehearsals iuiiiiediateh 
uj)on completion of shooting. 

• Job displacement and jurisdic- 
tional union disputes may plague the 
transition period. 



Illlllllllllllllllllllllllllllllllllllllllllllllllllllllllllll^^ 

progra ming 

llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllillllllllllllllllllllllllllll 

Mam admen and ftliiiniakers are 
even now gearing themselves mentally 
for the eventual shift to tape. A num- 
ber of agency spokesmen told sponsor 
they would go to tape immediately 
when practical. Syndicatctl film pro- 
ducer Hi Brown says: "I intend to 
switch over to shooting my two shows 
directly on tape. The tape recorder 
means simpler, faster production at a 
sa\ iiigs up to about 30%." 

What of the film producer with large 
investments in current equipment? 
Zi\ v.p. and business manager Robert 
W. Friedheim reports: '"We are watch- 
ing tape closely. So far film is best, but 
there is no reason not to transfer to 
tape if the bugs are licked." 

To film producers with a tv stake, 
the question ultimately comes down to 
one of costs and quality. Says Walter 
Lowendahl, executive v.p. of Trans- 
film, ''It represents a great technical 
improvement, most useful to our indus- 
try if is it more practical and speedier 
than film and if its quality and econ- 
omy are superior. When it is eco- 
nomically feasible and the equipment is 
available, the transition will take place 
— there will be no advantage to work- 
ing with other 'taking" equipment." 



The underhiiig assumption in all 
comments is that \ ideo tape will per- 
form as promised, "ll sounds like the 
niillenium."' sighs CBS Associate 
Production Manager Robert Milford, 
'"if it reall) works. ' Ziv s Friedheim 
points directly to the heart of the prob- 
lem: "'The key is not with us, but with 
the manufacturers of the ecjuijiment." 

Where docs the v ideo tape recorder 
stand as of this nioment? 

ItCA: Installation of a prototype unit 
at NBC in New York for field testing 
began in January. Compan) spokesmen 
say this means the bugs have been 
worked out. Phe following improve- 
ments are cited in a recent letter to 
General SarnofT b) Harrj F. Olscn, 
Director of the Acoustical and Electro- 
Mechanical Research Laborator) at 
the David Sarnoff Research Center in 
Princeton, New Jersey: 

1. "Ihe improved system is now 
capable of accepting and reproducing 
a composite color television signal 
meeting N TSC standards for transmis- 
sion. 

2. "Tape speed has been reduced 
from 30 feet a second ... to 20 feet a 
second. W'ith the tape now available, 
v\e expect to reach the goal of a 19- 
inch reel carrying a 15-iniiiute pro- 
gram. 

[Please turn to page 74) 



What VTR could 
mean to programing 



(1) Toped kines can be played hack 
immediately; sponsors icill be able to slot 
shows at same period and day throughout 
country. (2) Trend uill be toward canning 
most shows, because control affords possibility 
of eliminating errors. (3j Syndicated films may 
become syndicated tapes, and many commercials may 
be shot originally in tape, owing to absence of lab work 
and costs. (4 ) Commercials may he simpler, produced 
in greater number and at lower cost than now. (5) 
"Live" tv approach will be furthered rather tlian film 
techniques. (6) Live shoU standards could improve as 
directors have chance to study taped rehearsals. 
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Where will sales be after six months of television 



i/isfon Hj 





for lln' jirsl liini' in lelciisiori (iml 
trade paper history, SPO.nsor ix able 
to report results of a tv test eampai^n 
(IS they happen. sponsor reeently 
revealed that Burnham & Morrill Co. 
hail launched a earnpai^ii using tv 
only in a uiarhet uhere it had never 
advertised before and uhere sales of 
Us oven-baked beans and brou n bread 
products Here low. The objective: to 
see if tv alone eoiild boost s<des. 

This is sionsok'.^ second major 
series on media. The first was sl*o\- 
>()h'.s two-year All-Media Evaluation 
>>tudy ( recently published in book 
form). The All-Media Study explored 
the role of each major advertising 
medium, urged advertisers to test 
media. The present B&M campaign 
is one case of an advertiser turning 
to a media test in the efjort to solve 
a marketing problem. 



^-^s this issue of SPONSOR went to 
press there were strong indications of 
a eonsiiiner swinj^ to B&jVI products. 

For the last two weeks in February 
19.55 (the fourdi and fifth weeks of 
t\ ) wholesale sales were 29' f ahead 
of the like period last year. In the first 
two weeks of the iiionlli sales had hct^n 
off 33';. 

The fact that wholesale sales are uj) 
is an indication that f:rocers ha\e heen 
al)le to move initial stocks and are 
reordering. The test began the last 
week of January hut in antit ipation of 
consumer demand the trade had 
slocked up heavily during the entire 
month of January. Then during the 
first two weeks of February, wholesale 
sales were off compared with 197)1 
while grocers used the extra slocks 
on hand. 

Tola! sales at the wholesale level 



for all B&M products under test are 
54"^^ ahead of last year (in cans sold) 
for January and February combined. 
(That's a ])eriod including only five 
weeks of television.) 

The Bi.M television test will cover a 
2G-week period, sponsor reports re- 
sults in sales at the wholesale le\el 
c\ery two weeks. (Charts below give 
the sales picture at a glance. Chart 
labeled "total sales'' covers the whole 
period of the test thus far — January 
and February. Chart labeled '"two- 
week .sales'" gi\ es sales breakdow n for 
last two weeks February 1955 com- 
pared witb last year.) 

Last issue sponsor reported a Green 
Bay jobber bad stated: "You're selling 
the competitor s beans as well as your 
own.'' lie referred to the fact that 
sales of I'uritan oven-baked beans 
seemed to be keeping pace with H&M. 



TOTAL SALES J AN -FEB "51 VS. '55 



TWO-W£ffC SALES 15-28 VKH. -51 VS. "55 



7954 



7955 




Tofal sales of all B&M fcst products for '54 vs. '55 are 
compared above. Through fhe end of February '55 
sales are ahead 54%. Tv began on 24 January in '55 



^>JiJ<'S of two sizes af R.^M beans and mie 18 M. 

sizi- (if bnmn blend at the wholesale - - — 

level (hy ihw.cns of eansjt '54 vs. '55 



27 M. 
'54 vs. '55 



brown bread 
'54 vs. '55 



/I (.10-iii»l«' rml'tns of (irccu Kuu) 



1. Manitowoc, Wis. 


20 


0 


10 


0 


0 


0 


2. Oshkosh, Wis. 


0 




0 


15 


0 


0 


3. Applcton, Wis. 


0 


0 


0 


to 


0 


20 


4. Gillett, Wis. 


100 


0 


0 


0 


0 


ao 


5. Green Bay, Wis. 


230 




11") 


50 


0 


150 


6. Menominee, Mich. 


(» 


0 


0 


0 


0 


0 


Totals A 


350 


760 


725 


7 05 


0 


200 


AKKA IS (oO.lOO mile 


fddiii.v of (irovtt ISn}i) 






7. Fond Do Lac, Wis. 


:^o 


0 


0 


0 


0 


0 


8. Stevens Point, Wis. 


0 


GO 


0 


ao 


0 


0 


9. Wausau, Wis. 


0 


SO 


0 


0 


0 


0 


10. Norway, Mich. 


0 


0 


0 


0 


0 


0 


11. Sheboygan, Wis. 


40 


r.o 


25 


40 


0 


0 


12. Wisconsin Rapids, Wis. 


0 


no 


0 


15 


0 


10 


Totals B 


70 


780 


25 


85 


0 


70 


Totals A & B 


420 


340 


750 


7 90 


0 


270 


TOTAL ALL PRODUCTS '54 


—570 do 


zen 


cans 1 


'55 — 740 dozen 


cam 


tTelcvlsInn eamimlRn beKan 21 .Tanuary, 


1055 
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mCll^ Grocers are <>rileriiit» KcVM procliiets, sliowiii;^ 
yiJKJ li created ileiiiaiicl. Total sales are up 54% 



But the same jobber. Joannes liros., 
now says Puritan sales have struck an 
average no greater than the previous 
year's while B&M is definitely pulling 
ahead. 

'I he jobber wrote on the bottom of a 
large B&iM order: "Rush as B&M is 
now taking hold." 

During initial weeks of the tv test 
it had appeared that Puritan was 
making some headway due to the fact 
that its packaging resembles that of 
B&iM, leading to the possibility of 
consumer confusion. Moreover Puri- 
tan is 4c to 6c cheaper per can. And 
as a counter-measure to the B&M tv 
campaign, Puritan had launched a 
coupon promotion among grocers, 
gi\'ing them prizes for ([uantity 
purchases. 

ttitttle of the stores: ' The impact 
of the premiums has apparently worn 
off," Marvin Bower, ad manager for 
Otto L, Kuehn Co., Milwaukee broker, 
told Si'OiNSOR. "This way of buying 
sales is not long-range. The grocer 
may be tempted to order at first. But 
if there isn t any advertising to help 
move the product off his shelf, he isn't 
going to keep ordering just to win 
coupons for an appliance. He can go 
down and bu) the same appliance." 

But to help counter any possible 
effect of Puritan's coupons on individ- 
ual grocers, B&M's advertising man- 
ager, W. G. ISiOrthgra\ es, has urged 
stepped up efiort to get in-store dis- 
pla)s, which is pro\"ing successful. The 
grocer who sets up a display will have 
consumer demand more forcibly called 
to his attention, take a greater interest 
in the R&M products. 

The fact that it is now possible to 
get grocers to consider displays for 
Burnham & Morrill products is one 
strong indication that tv is taking hold. 
Alden Neville, Kuehn salesman who 
calls on retailers in and around Green 
Bav, told sponsor: "I have been able 
to get about 20 displays into stores in 
{Please (urn to page 96) 
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TEST IN A NUTSHELL 

riWDL'CTS: B&M beans and brown bread 
A(SE\€Y: BBDO, Boston 

MiMlKET: lOO-nuVe zone around Green Bay. ii is. [See map below) 

Mi:i>IA VSEIt: telerision only 

PAST At»VEItTISIi\G: almost none in area 

SL^CCESS YASttiSTICK: sales, increased distribution 

BVlKiET: §12.500 

IH'ltATIOiS: 26 iceeks 

SCIIESU'EE: 6-min anncts weekly, most in afternoon 



AREA COVERED BY TEST 



Map beloiv slwius Wisconsin and Michigan 
dueted. Jobbers in cities below report saJes 



area uhere Bi^M tv test i.v beintj con- 
to SPONSOR cueh issue during 26-u'cck test 




WIS. RAPIDS 




lOSHKOSH 



■■■■■■■■■fl 




i\t»it* ilevelopmenis »ii SPOlSSOtl stories 



THE FIRST 

TELEPULSE 

"jan. 24-30th" 

in 

MONTGOMERY, ALA. 
proves 

WCOV-TV 

THE DOMINANT STATION 



THE TOP 15 SHOWS 
ARE ALL ON 

WCOV-TV 



34 OF THE TOP 36 
SHOWS ARE ON 

WCOV-TV 



THE TOP 10 
MULTI-WEEK SHOWS 
ARE ALL ON 

WCOV-TV 



Get details from 
Paul H. Raymer Co. 





Soo: "lOO'f air liiid^t-l puis over liipher- 

priccd Doeskin" 

I.S.SIIC: y Aiifiiisl 1951. page 42 

SllljJOOll I)oe>kiu swilehes from Iv to radio 
to set greater eoxerage 



'■More t(jvera<>c>, more impact and more {re(|ueiK\ i> what Doe- 
skin I'rodiKts believes it will get out of the new air approach it 
initiates 4 April. Doeskin is switching its advertising emphasis 
from network Iv to network radio ])lus new s])apers. will put the 
bulk of its S{!50,000 ad budget for 1955 into radio. 

The pa]jer jirodutts' firm is drop])ing its once-a-vveek share of 
the Roherl Q. Leivis Slwir on CDS TV (I^-ida), 2:00-2:15 p.m.) 
and will sponsor Dr. \oriiian Vincent Peale in a ^londay-Friday 
10-minute .strip (10:05-10:15 a.m.) on 200 M>C Radio station^. 

Since the fall of 1952. all of Doeskin's budget has been in tv. 
First it v^as the afternoon Kale Smith show on NIU] T\ ; then, as of 
fall 1954, Robert Q. Lewis. Tv was instrumental in giving Doeskin 
the initial |)U-h it needed. 

Reasons for the switch to radio were outlined by Hnianuel Kalz, 
Doeskin j)resident. The firm and its agcnc\ , Grey Advertising, felt, 
says Kat/. that the 50 markets they've been reaching with tv don't 
afford complete enough coverage for ibem leave untouched large 
areas where the\ have distribution. The radio network of 200 sta- 
tions will tri])le the number of markets they cover. In addition, in- 
stead of a once-a-week appearance on a Iv show which the\ share 
witli man) other s])onsors. Doeskin will be an exclusive sjjonsor 
and will gel airings five times a v\eek. 

Doeskin picked a morning lime period in radio bec'ause, Katz 
states, nlo^t Iv set,- are not in o])eration then — but radio^ are. He 
believes hou-ewives are more and more passing u]) morning Iv in 
favor of getting their household cIkucs done, and are increasingly 
turning on radio v\hich does not interfere with these tasks. 

Wh) did they choose Dr. I'cale? "We think he is a very hot 
personality and will ]iick up a large audience, " explains Katz. 

The show, on ^BC since 3 Januarv as a su-tainer, is in a (jueslion- 
and-answer format. Doeskin is Dr. I'eale's first <'onmiercial sjxnisor. 




Sec: 

I.s.siic: 

Subject: 



'"W liv sponsors liale to lea\e llie 
Ham Danee'' 

;i Mav ly.'Sl. page 12 

Mew eoniilr^ niiisie .»liow on l\ gels 
en ill nsia^lie reeeplion 



Counir) music continues on the uj)beal. It's shown ii]) on tv in 
an hour-long live network show, Ozark Jiihilcc I A1>C T\ ) . The 
debut was Saturdav night, 22 January (9:00-10:00 ji.m.) on 59 
ARC TY stations co-o]) the first half hour, national the setM)nd. 
During the initial telecast, the announcer remarked that ihey-all 
were glad to be on Iv and casuallv suggested that if the audience 
was glad. too. tlie\ might write and sa\ so. The results were un- 
expected: 25.000 letters and from big-citv markets at that. 

Station clearance on the show has been unusuallv high [or a co-op 
jirogrnm. says ABC T\': its current 61 stations lop such ABC shows 
as Slork CJnh on about 50 stations: Boxing. 50 stations; KukJo. 
Fran i^' OJJie. 39 stations. In addition to local sj)onsorshi]), Regal 
Brewing has the show on seven West (^oasl stations. 

The radio couulcr]iart of Ozark Juhllcc has betm running on y\BC 
Radio since lasi June (Saturday, 10:05-30 ]).m.). Ozark Jubilee is 
the maiden video venture of ])ro<hu'er Radiozark l]nter])rises (Spring- 
field, Mo.), which has about 250 radio shows running. The firm is 
managed b\ v.ji.'s I'!. K. Siman and John MalialTcv. * * * 
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President, Gerber Baby Foods, says: 

"Hdhies, bless them, have a nay of 
^ctling ivhat they ivant. And in this 
thriving; market area, parents can 
ivell afford to be indulgent. Business 
is constantly expanding . . . paychecks 
are sizeable — and retail sales shou) 
it. Jl'OOD-TV's continuing expansion 
is the logical outcome of this sound, 
prosperous area development." 




FREMONT 

CITY.LIMII 





I 

WOODland-TV is big territory! 



There are lots of babies in WOODland-TV 
and nobody knows it better than Gerber's! 
Babies are their business . . . their only 
business. They cheerfully strain egg yolks, 
fruits, vegetables, soups, desserts — even 
meats — so youngsters everywhere can get 
off to a good, growing start. All this 
makes for a good, growing business . . . 
in an area where business as a whole is 
constantly expanding. 



WOOD-TV . . . first station in the country 
to deliver 316.000 watts from a tower 
1000' above average terrain . . . gives 
you complete coverage of this thriving 
Western Michigan area. ^\'iih WOOD-TV 
you get the prosperous small towns like 
Fremont; cities like Muskegon, Battle 
Creek, Lansing, Kalamazoo; and the pri- 
mary Grand F^apids market. For top re- 
sults, schedule WOOD-TV . . . Grand 
Rapids' only television station. 



WOOD- 

GRAND RAPIDS, Ml 




GRANDWOOD BROADCASTING COM PANY • N BC . B AS IC ; ABC . C BS , Du M ONT . S U PPLE M ENT AR Y • ASSOC I ATED W 1 T H W FB M - A M AND 
TV. INDIANAPOLIS. IND. • WFDF. FLINT. MICH., WEOA. EVANSVILLE. 1ND. • WOOD-AM. WOOD-TV. REPRESENTED BY KATZ AGENCY 
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Chart covers half-hour syndicated film profl 



TTv !r 



Rank 



PMt* 

rank 



2 I « 



3 G 



.7 



8 



8 



8 



Rank 
now 



riDk 



I 2 



I 



ft :t 



7 I 



« I « 



Top 70 shows in 10 or more markets 

Period 1-7 February 7955 
TITLE. SYNOICATOR. PRODUCER. SHOW TYPE 



I Three Lives, ZW (D) 



Cisco Kill, Ziv (W) 



iTIr. Ili.vtri*** .l<<or»iei/, Ziv (a) 
Cittf netevl'ive, MCA. Revue Prod. (D) 



Badge 714, NBC Film (D) 



rni'ortte Story, Ziv (D) 



S' II perm nil, Flamingo, R. Maxwell (K) 



/tnnif OoLletj, CBS Film. Flying A (W| 



lAheroce. Guild Films (Mu. 



Average 
rating 



Knttge IttUers. CBS Film. Flying "A" (W) 



22. 1 



21.1 



2 1 .2 



21.0 



20.1 



20.1 



Ht.lt 



J!t.2 



lit. 2 



nt.i 



7-STATlON 
MARKETS 


5-STATlON 
MARKETS 


N.Y. 


L.A. 


M npls. 


S. Fran 


6.3 


77.7 


25.0 


20.2 


«ahc-tv 
1 fl :00pm 


kttv 
8 :30pro 


kstp-tv 
9 :3flpin 


kron-lv 
10 :30pm 




74.4 


24.9 


20.4 


— 


kttv 
G ;30pm 


ucro- tv 
4 :30pm 


krontv 

IS :30pm 




75.4 


79.5 






knxl 

1 0 :00pm 


kstp-tv 
7 ::i0pm 




9.2 


73.2 


73.7 


74.5 


Wilis 


knxt 


wrro-tv 
10:1 5pm 


kron- tv 
10 tOOpn 


7.6 


18.4 




X O .7 


wor-(v 
icnoprn 


kttv 
T :30|irn 


kstp tv 
0 ::iOpm 


kpix 
9 :00pm 






27.0 


9.7 






wero-tv 
!) :Onpm 


kron- IV 
7 :00pin 


72.7 


73.3 


72.5 


22.5 


wrra tv 
(i:O0prn 


kttv 
7 :«0pm 


wmin 
1 :30pm 


kdotv 
0 :30pin 


74.7 


76.7 


20.5 


72.7 


U'ObS tv 

5 ;IJOpm 


kttv 
7 :00pm 


Hlcn IV 
r):nOpm 


kcn-lv 
6 :30pm 


6.7 


5.7 


74.4 


27.7 


wplx 
(! :30pm 


kcop 
7 :00pm 


WTTO - tv 

7:00pm 


kplx 
9:30pm 




6.8 




28.2 




" :OOBm 




kpis 
7:00pm 



4-STATlON MARKETS 



Atlanta 


Boston 


Chicago 


Detioit 


Seattle- 
Ml»kee. Tacoma 


Wash. 


76.4 


27.5 


73.5 


76.2 


79.0 74.6 


78.7 


wsh tv 

1 A ' At-iV¥t 

i ti . Jtipm 


wnar- tv 


WEn tv wjhk tv 
n :30pm 10:30pra 


n-tmj-tv ktnt tv 
10:30pm 7:00pm 


\vro-tv 
10:30piri 


72.2 


72.7 


'inn 




26.9 76.5 




waga-tv 


\vnno tv 


wlikh 

<) ,VU[JIII 


wkz.vtv 

(• :30pm 


wtmj ■ IV Itomo- tv 
5 :30pm 7 :Oflpm 




21.3 


22.2 


73.9 


74.0 


79.2 22.7 




v.sh-tv 
7 :00pm 


wnac-tv 
1 u . jupm 


ubkb 
n :30pm 


\v\vj ■ tv 
10 :30pm 


ntmj-tv kinft-tv 
10:30pm 9:00pm 










5.9 


22.4 










ckhvlv 
7 :00pm 


kine-tv 
s :0rtpm 




72.5 


76.4 


77.9 


20.4 


7.9 23.8 


76.5 


whv- a 
9 :3npm 


wnac-tv 
6 :30pm 


wsn-tv 
8 :00pm 


wwjtv 
7 :00pm 


wIvH' kln<!-tv 
S :30pm 9:3flpni 


UTC-IV 

7 :00pm 


20.9 


7.0 


77.2 


77.7 


78.7 




wajra-tv 
7 :00pm 


ivjar 
10:0opm 


wnbti 
9:30pm 


ujbk IV 
10 :30pm 


kinctv 
S :00pm 




20.9 


77.5 


77.9 


24.2 


8.7 24.0 20.5 


wsb-tv 
7 :00pm 


wnac- tv 
6:30pm 


wbkb 
5 :00pm 


WTO-Z-tV 

6:30nm 


u-tvw kinK-tv 
6:30|im fi:O0pm 


WTC-tV 

7 :00pm 




7 7.4 


22.5 


78.4 


73.0 24.8 


70.5 




wbz-tv 
6 :00pra 


«bkb 
2:0Upm 


wxyz IV 
4:30pm 


wivw kins lv 
5:00pni I'l :00pm 


\vttK 
7:00pm 


7.5 


76.7 


9.0 


6.2 


35.8 22.5 


7.9 


whv-a 
S :00pm 


nbz-tv 
3 :O0pm 


wgn-lv 
9 :30pin 


\nvj-tv 
fi :30pm 


Himj-tv kinit-tv 
S :00pm .** :30pm 


wttR 

9:00pm 



28.7 7 7.8 7 7.4 5.2 24.3 

«bz tv ivbbm lv cfclw tv wtwv knmo-tv 
: :00pm S OOiim B SOpm 1 0 :30am 7 :0Opra 



S-ST4 
MARN 



Bait 

^75.9 

vvbol-lv 
10::50pnf 



23.5 

nbaltv 
7 :00pm 

75.7 

wbal-lv 

I0:3Op[B 



73.2 

wbaliv 

0:30pm 



24.9 

«bal-tv 

7 :00pm 

37.5 

wbaltv 
5 :30pm 

73.0 

nbal-lv 
7;00pm 



Top 70 shows in 4 fo 9 markcis 
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Life of H'llefi, NBC Film, Tom McKnight (C) 
Siovtes of the Ceniuvfi, Hollywood Tv (W) 
r.eite /tiirri/, CBS Film (W) 
The yVhisiler, CBS Film. Joel Malone (M) 
Hit Cursoii. MCA, Revue Prod. (W) 
I'u.s.simri to l*oiif/<T. ABC Film. Hal Roach (A) 
Secret File. I ..S..1.. Off. Films, A. Dreifuss (A) 
The 1 nicnn, NBC Film (D) 
Ita.stoo Itlochte, Ziv (M) 



C'dll'flMl/ f»-1lcil. Flamingo, H. B. Donovan (W) 



10. 1 



I It. a 



1 7.0 



17.1 



17.0 



Hi.O 



II. 



I 1.0 



I2.U 



12.2 





72.4 


20.4 


77.9 






75.9 




78.9 


30.8 








kttv 
S:onpni 


kstp-tv 
i;:onpni 


Uro tv 
7 :00pm 






wen tv 
9 :00pm 




wcan-tv 
» :00pm 


kitiK- tv 
7 :30pni 








74.8 




7.3 


74.5 


75.2 




20.2 




78.4 


8.2 






kttv 
f> :00pm 




k(Hir tv 
7 OOpm 


wsb tv 
1 1 :00pm 


w nac-tv 
i; :00|>ni 




wxyz - tv 
i; :00pm 




klnc- tv 
9 :30pm 


vtop-tv 
" :Oflpm 






70.8 








23.2 


79.6 


70.2 




27.9 








knxc 
7 :00prii 








wTiac tv 
1! :30piii 


uhbm tv 
5 :iOpm 


w jl>k - tv 
<; OOpm 




kliic-tv 
(! :O0pni 








8.5 




25.5 












79.6 








kttv 
fl:0npni 




krtni-tv 
10:30pn- 












kingtv 
10;00pni 






9.2 


9.0 






74.9 








28.5 






76.9 


wrca Iv 
n OOpm 


kttv 
.■i :30pm 






whv a 
l'.:rtftpm 








wtmj tv 
.■i :00pm 






nbni-tv 
6:00pm 




7.2 


73.5 


73.7 








8.7 












krnp 
S:00pni 


kcv.l tv 
7:30|im 


krontv 
10;30pn, 








WXVZ- IV 
10:00pm 












6.3 


9.2 


2.5 








74.9 












kttv 
S:O0|im 


\Mrn tv 

1 0 :00pni 


koiir-tv 
9 -SOpm 








w-\vj-lv 
10:30pm 












9.4 


5.2 










6.5 




74.7 


72.0 


6.9 




knxt 
10:3iinni 


lir.vd tv 

7 OOpm 










i-klw tv 
'.< -SOpm 




kins- IV 
9 :00pm 


wtop-tv 
I0:30pm 


wftam 
10:30pn) 




6.4 




6.9 




23.7 


72.0 


74.2 


77.2 










kttv 
S-30pm 




kKotv 
li .SOiim 




wnac - tv 
10 :30pm 


w Kn-tv 
9 .30pm 


rklw - tv 
7 :00pm 


wean tv 
fi :nopm 








7.9 

Ivor tv 
7 OOpm 












7 7.3 

wxyz tv 
5:30pm 




7.7 

ktnv 
;> :00pm 


70.4 

wmal-tv 
6 :00pm 





HhrM type «yml)oli: (A) n'lvcnturc: (C) comedy; (P) tlrnma: (K) kl<l»: (M) rnvstorr; (M«) 
mmlrfll; (\V) We«tcrn. l"llm« lljt'il arc nyndlcntcd, half lumr IcnEtli. Iclocnit In four or moro 
mnrknts. Th« fivrraK* ratlni! Ii «n umvcUhted avcrnKC of Inillvldtial market rntlnKs lljtcd nbovo. 
I'.l.iiik Miocc lihlh-itc'i film n'.t broailcaat In tbl^ ninrk(-t 1-7 I'Vbiunry. WHillo nctmrrk show-a arc 



fairly ttabic from one month to anotbcr In the markets In which they ere shoivn. this 
much Icmer extent with syndicated ilioivs. Tills should be borne In niind when analyzlnt 
trends from one month to another In this chart. •Itefers to last month's eliart. If bias 
wsi not rated at all In last ebarl or was In other than top 10. Classlllcatlon as tc > > 



ally made for tv 



■ STATION MARKETS 


2-STATION MARKETS 


CIrv*. Columbui Phlla. St. L. 


BIrm. Charlotte Dayton New. Or. 


'{0.7 79.2 73.2 2 7.3 

wrel wbn8-tv wcau-tv kds-tv 
):30pni 9:30pm 7 :00i)iii 10:00pin 


23.5 54.3 25.3 46.0 

wabt wbtv whio-tv wdsu-tv 
9:30pm 9:30pm 9:00pm 9:30pm 


1 72.9 23.7 

whv-c ksd-tv 
6:00pm 5:00pm 


33.8 33.3 

u-btv wdsu-tv 
11:00am 5:30pm 


27.2 74.9 72.0 27.2 i 

'wews whv-c wptz ksd-tv 
•00pm 10:30pm 10:30pm 10:00pni 


56.5 79.5 29.5 

wbtv wiw-d wdsu-tv 
8:00pm ]0:30pm 10:30pm 


4.7 26.2 

H-fll-tv ksd-tv 
7:00pm 9:43pm 


76.3 56.3 43.8 

wabt wbtv wlw-d 
9:30pm 8:00pm 7:00pm 


13.2 22.9 79.5 27.0 

uTibk wlw-c wcau-tv ksd-tv 
:00pm 7:00pm 7:00pm 9:30pm 


29.0 46.8 20.0 

wbrc-tv wbtv wdsu-tv 
9:30pm 10:00pm 10:00pm 


79.2 6.9 

wbns-tv u-ptz 
10:00pm 11 :00pm 


SS.8 52.8 

wbtv wdsu-tv 
9:30pm 9:30pm 


73.7 22.2 27.0 79.9 

fnbk u-bns-tv wrau-tv ksd-tv 
4:(M)pm « :00pm 7:00pm 6:00pm 

i 


34.3 75.8 37.5 

wbtv w-lw-d wdsu-tv 
5:30pm 6:00pm 5:00pm 


!5.5 76.0 76.7 

wnbk ntm ksd-tv 
' :30pm 6:30pm 12:30pm 


32.8 23.5 

wbtv wdsu-tv 
2:00pm 12:0fl1i 


'25.2 24.0 7 7.7 20.9 

ivews wbn»-tv n-ptz ksd-tv 
:00pm 7:00pm 11:00pm 10:00pm 


26.0 29.0 52.3 

wabt whlo-tv wdsu-tv 
9:00pm 7:30pm 9:30pm 


'^7.5 78.2 

vms ksd-tv 
:00pm ll:30aci 


37.8 76.3 

wbtv wiw-d 
5:30pui 6:00pm 




i 




j 30.4 

ksd-tv 
9:30pm 


44.8 

wdsu-tv 
5:30pm 




75.8 

whlo-tv 
7:00pm 


4.5 

irnbk 

1:00pm 


76.3 

wdsu-tv 
11 :30pm 


1 

1 


23.5 

wiw-d 
6 :00pra 


^ 72.9 

kwk-tv 
10:30pm 


47.8 

wdsu-tv 
5:00pm 




24.5 

whlo-tv 
10 :30pm 


I 29.5 7 7.0 78.7 

nbns-tv ivptz kwk-tv 
9:30pm 10:30pm 10:00pm 


47.3 

wdsu-tv 
10:00pm 


76.0 

UTau-tv 
7:00pin 




{ 


35.5 

Wdsu-tv 
5:30pm 



^In market Is Pulse's own. Pulse determines number by mea^ur- 

! stations are actually received by homes In the metropolitan 
riven market even though station itself may be outside metro- 
a of the maiket. 




"Dig that CRAZ/sun/ 



"That's not the sun, son . . . that's the CBS EYE!" 

"Do you mean that the CBS programnuug on KAT\ is so 
l)right that it hlots out tlie sun in Arkansas?" 

"The moon too, sou . . . hotli day and night tliat EYE is seen 
hy 836,000 money si)ending Arkansans in the Heart of 
Arkansas, where 10.3,.389 TV sets are tuned to the CBS EYE 
most of the time!" 

"Sing on man! If an advertiser wants to sliinc hrightly in 
Arkansas, he'll contact the hep hoys at Avery-Knodel today!" 



To shine in Arkansas see: 
BRUCE B. COMPTON 
National Sales Mgr. 



KATV 



To shine in Arkansas see: 
AVERY-KNODEL, INC. 
National Reps 




Channel 7 

Studios in Pine Bluff & Little Rock 
John Fugate, Manager 

620 Beech Street 
Little Rock, Arkansas 



TELEVISION 

for the 

HEART 
ARKANSAS 



OUTBOARD MOTOR 



HAMBURGERS 



-■I'ON^OK . Hatfirld'^ Ildw, >porl. CiU. \GEyC\ : Direct 

CAPSl 1 r. CASK IllS'I'Om : On iheir regular /Homing 
tv s/ioir /lalfirld's adverlisecl a Jolinso/i ^ea Horse 25 
h.p. motor. 7 speed -liner bout was slioicn as a visual 
prop. The next morning, a customer drove over 60 mile.s 
to >/. Jo.seplt. Mo., to bin a complete outfit as displayed 
on KFEQ-'fl . This sale amounted to over $1,000 and 
was only one of many resulting from this program, for 
uhich the spon.sor s cost was SI 14. 



KKKO T\ . ^1. .|oM |.li. Mo. 



1*K0(;KA.M: Iltn-'s tlic Life 



results 



CLOTHES 



-lore 



AGIiNCY: Direct 



SI'ONSO: Dillanl's D- !-!. 

CAPSULK CASK lliS'I Oin : J- or this year's annual Jan- 
uary .tale, Dillard's Department Store used television as 
nell as other advertising media. Hoiiard Garland, u 
kCMC.-Tl announcer, made several announcements on 
HI January to promote the sale. This rear Dillard's did 
over S.'S.OOO more business than last year, when television 
uas not included in the budget. The one-day campaign 
cost S2().). 



K(!Nl(. Ti xarkanii T,-\a^ 



I'KOC.liAM : Vnnoiinceiiifnt- 



SIMJN>OR: Viilo Diiv Dri\e.Tn AGENCY: Direct 

CAPSL KE CASE HISTORY: To perk up business the 
sponsor used one-minute live announcements. Talent com- 
pared regular hamburgers with Auto Dine's "Bigger 
Burgers." The campaign ran for six weeks and business 
doubled. As a matter of fact, some people had to be 
turned auay because it was impossible to serve so many 
orders. Because of this, the sponsor did not renew, but 
expects to use live spots again if need arises. 



KCSJ T\, PucDlo, CaL 



PROGKAM: announcenipnts 



I 



BOBBY SOCKS 



1 



SPONSOR: Leader Dept. Store AGENCY: Direct 

CAPSLLE CASE HISTORY: A teen-age dance program, 
Johnny Sobol's Rumpus Room, was used by this depart- 
ment store to push their .sales of bobby socks. The socks 
sol-d at three fXiirs for a dollar. The total gross for the 
Leader Store uas Si. 667 after running one announce- 
ment a day for three u-eeks. Tlie program is a weekday 
one. The cost of this campaign u-as $240. 



■1 



Vill.K-TW Viilkes Barre, Pa. 



I'KOGRAM: Rumpus Room, 
announcements 



HELP WANTED 



SPONSOR: Consolidated Western Steel VGENCY: Direct 

CAPSLLE CASE HISTORY: Xeeding 75 are welders for 
a rush job, Consolidated Western Steel ran two 2()-second 
anniHuwements on KPLC-T]' , Lake Charles, La. The next 
morning at 7:00 a.m. Consolidated Western had more ap- 
plicants for the jobs than they could take care of. In fact 
by noon, they had over 250 qualified applicants, though 
by 9:00 a.m. they had hired all they could use. The cost 
of each announcement uas $10. 



KPLC-T\ . Lake Charles La. 



PROG]{ \M: \iinouncenieiii« 



FRUIT 



SPONSOR: Earll.i I'n)(Iu(c Co. ACiENC't : Direct 

CAPSLLE CASK HISTORY: To test whether television 
could do a selling job for a wholesale produce company, 
the l adler Co. bought a Sunday evening fdm show. For 
].'{ weeks, on alternate Sundays, the half hour program 
was used to promote their packaged tomatoes, potatoes 
and oranges. "I' sing the corresponding n ecks a year ago 
as a basis of comparison,^' writes Manager C. Curtis 
Watkins, "the rcfords slit)w that the sale of our 10 lb. 
packaged potatoes increased 4/)<">.0''r . . . tube and lug 
tomatoes 6.1.8' r . . . ami crates of Tangelo oranges, 
129.1 ' ; .'■ Lach shou cost $(>:i. 



lA, ^i.rinpfield. Mo, 



PR0(;|{ \ M: Connlerpoint 



SHIRTS 



SPONSOR: Rond's Clothes \GENCY: Direct 

CAPS! LE C \SE HISTORY : A new Bond's store in Min- 
neapolis uanted to test the power of Xcws with Scvarcui 
over IVTC\. .1 dacron shirt uhich usually sells for $1.99 
was offered at S2.75 or tno for $5.00, but only if the 
customer told the clerk that he'd heard of the sale J 
through Sevureid. Two atinouiwemetits were made on ' 
the Friday evening program (10:30-10:45 p.m.) and 
four on Saturday morning. Two hours after the store 
ofierwtl Saturday morning all sizes were sold out. Xo 
other advertising uas used. The cost of the campaign 
was $320 for time. 



Minneapolis 



PR0(;R\M: News With Sevareid 



I 




13 Knockouts! 




PROOF BY PULSE... 

Pulse, Inc., recently completed a survey of the 
Nashville market. 

Results proved that of the three television 
stations in this market, WSM has the largest 
share of — 

the weekday morning, afternoon, and evening 
audiences, the Saturday morning, afternoon, 
and evening audiences; and the Sunday morn- 
ing, afternoon, and evening audiences. 

In other words, across the board, WSM domi- 
nates. 

The survey proved one especially remarkable 
fact for users of daytime TV — the unpre- 
cedented power of WSM-TV's DAYTIME pro- 
gramming: 



There are 44 quarter-hour program 
segments between 7 a.m. and fi p.m. 
(Monday through Friday). Pulse 
proved that WSM has the largest 
share of the audience during 43 of 
the 44 quarter hours (and lagged in 
the 44th by less than 1 percentage 
point). Pulse proved further that in 
.32 of the 44 segments, WSM has a 
larger share of the audience than the 
other two stations combined. 

Pulse went on to prove that: 

Of the top 25 shows in this 
market, 2Jf are on WSM-TV. 

Of the top 69 shows in this 
market, 60 are on WSM-TV. 

Of the top 15 once-a-week shows 
in this market, 15 are on 
WSM-TV. 

Which is why time - buyers 
agree that 

WSM-TV 



Channel 4 



IS 



Clearly Nashville's No. 1 

TV Stationi 
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(I fttrmtt oti questions of current interest 
to air advertisers and their agencies 



How tlo i/oif vismtUzt; television JO years irom now 




0 




TV TO BE WORLD-WIDE FORCE 

By Roherl W\ Surnoff 

Execiilire Vice Presideiil 
MiC. A. Y. 

As I see it. tele- 
\ision 10 ycai.x 
finni now will 
have readied its 
fulfillment as the 
111 o s t pot 11 t 
means of comiiiu- 
nicatioiis in the 
history of inan- 
kind. 

On the hasis of |)iesetil sales trends 
and of research and development in 
electronic, it is a certainty that there 
will he two, three or more sets in the 
a\erage home. General nsc of trans- 
sistors instead of conventional tuhes 
will mean smaller, lighter r(>ceivers 
that can he moved around as readily 
as toda\'s j)ortnble radios. Through 
the perfection of electronic- light am- 
plification, the present picture tube 
will l)c ultimately ie|)lace(l hy a thin, 
flat screen that can be hung on the 
wall like a picture, with the s< reen un- 
der coiii|)lete control of a little box. 
All tlie^^e developments, adding to coii- 
venieiKre and flexibility in use of re- 
cei\(Ms. will mean that exposure to 
tele\isioii will be \astly increased. 

Ten \ears from now, color- tele- 
\isi(jn, with its tremendous impact, will 
be the accepted pattern, and < ireiila- 
tioii of ( i)lor sct-< w ill be in the tcn-^ of 
millions. 

As part of the full maturity of the 
niedium. intcruallonal telc\ision Avdl 
be a pra( tical e\ ery-day realitx . This 
dc\ (dopmeiit, alrea<l\ te< bnicalK feasi- 
ble, will permit a steadv inlenhatige 
of news, infot Illation, eiilei taiiiiiient 
aiifl ^\n-< iai e\('iits among nations and 
f-ontiiienl'^. I feel that international 



television will play a role of inestima- 
ble \alue in fostering underptanding 
among jjeoples. 

What will the programing pattern be 
like 10 years from now? Foundations 
for this jiattern have already been laid. 
Here at M>C, our thinking along the 
lines of increasing the usefidiiess of 
tele\isioii both to the public and to 
advertisers has already brought about 
a decisive ( liange in programing. Our 
S|)ectaeulars are part of this pattern 
— they have proven the success of a 
pattern of programing that seeks to 
inject excitement. expe<;tancy and sur- 
prises into the schedule, a pattern that 
seeks to keep the medium ever fresh 
and new. Our three great magazine 
shows. Today, Jlome and Tonight, are 
also part of the wave of the future. 

As an tN ononiic force, televisicm 10 
\ears from now will dwarf anything 
we lia\e ever known in the field of 
media. W ith increased average \ iew- 
iiig hours, with the general use of the 
emotion and realism of color, and with 
|)vograms of more compelling nature 
than e\cr before, television will spur 
the mo\'einent of goods from factory 
to ])roducer, and will serve as eatalyst 
for an ever-expanding American econ- 
omy. Aiul the power of this great ad- 
\ertisiiig medium will be available to 
all ad\'ertisers, the small ones as well 
as the big ones. This goal of a broad- 
er base of a(l\erti^ers is a cornerstone 
of our sales |)lainiing at NBC. and has 
already made network tv available to 
a range of small ad budgets. 

This. then, is the picture of tele\-i- 
sioii 10 years from now as I see it. 
And to those of ns inivileged to have 
a hand in >ha|)ing the future of this 
medinni. tin; next 10 \ears should he 
the most exciting and rewarding we 
shall e\er lia\e known. 




TV TO BE TOP SALES MEDIUM 

By OUrer Troyz 

I'residrnt 
Tv Ilurcaii of Ailvrrlishin, A'. 1'. 

In the next 10 
years, television 
will exceed its 
growth since its 
commercial birth 
less than 10 years 
ago. 

In l(?ss than 10 
years, television 
has grown to a 
Inllion-dollar medium. Advertisers ivill 
invest o\er a billion dollars in televi- 
sion in 1955. This nets down to eight 
cents per tele\ ision home per day : 
eight pennies now finance the entire 
television schedule available on all 
channels in each tele\isi()ii home. 

Television, which has jjroved that it 
can generate sales worth far more than 
the eight-cent daily advertising invest- 
ment, is bound to grow. In 1965. it 
will eclipse any other niedium. 

Viewing time, which now exceeds 
fi\e hours per family per day. will 
continue to increase. 

There will he a keener understand- 
ing of how television works, how it 
ni()ti\'ates |)eo|)le. 1)(*]M1i studies of 
how and wli\ \arioiis kinds of tele\i- 
sioii salesnianshi|) stimulate bn\ ing re- 
s|ionse will have laid tlu» foundation 
for more effective "commercials.'' 
Thus, advertising's creative men will 
be bettcn- e(pii|)|)ed to use telc\'ision 
more effecti\ely. 

Major advances in the art of tele- 
\ ision s<>lling will lia\e been made. 
The advertising <'reative men, the 
"cream"' copywriters, will not he 
"s|)ace-boinid. " riie\ will think, first, 
ill t(de\ ision terms, not in |irint idioms. 
{I'lease turn to pa^c 54) 
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SPONSOR 



SPONSORS WARM TO AP 
Because . . . it s better 
and it's better known. 



"A cop has 
been killed... 

Fm after it and will call you back. 



Cose History No. 6 

It was a slow Sunday afternoon 
in Kansas City. 

At KCKN, Newseaster Bob Court- 
ney was munching a late lunch. At 
KPRS, News Director Dave Butler 
was readying his next newscast. At 
KCMO, Newscaster Bill McRey- 
nolds was due at any moment. 

Then news started breaking. 

Three men were killed in different 
parts of the city. 

Within minutes of the first shoot- 
ing, Courtney, Butler and McRey- 
nolds — three newsmen from three 
different stations— were covering the 
story. 

It happened this way: 

On the outskirts of the city, one 
man accused another of stealing $11. 
A deputy sheriff, notified of the dis- 
turbance, drove out and arrested the 
alleged thief. 

A bit later, Courtney learned that 
the deputy had been fatally shot. He 
telephoned The AP: 

"Just got a tip that a <'op has 
been killtMl," he sai<l. "I'm after 
it an<l Mill call yon back." 

In less than a minute, Butler called 
The AP with additional details— that 
the deputy had been shot by the ac- 
cused thief on the way to jail. 

Butler phoned again. 

".Man shot down by the river 
front," he said. 

Officers, hunting the killer of the 
deputy, had surprised a group of 
card players. One of the players 
moved to put down a water bottle. 
An olficer mistook the gesture and 
shot him. 

Then came a call from McRey- 
nolds. 

A police sergeant had chased and 






COURTNEY 



BUTtER 



McREYNOLDS 



shot to death the man who had 
killed the deputy. 

Three killings, one on top of the 
other — all in different parts of the 
city, but all stemming from the orig- 
inal disturbance. 

Through the quick work of Court- 
ney (KCKN). Butler (KPRS) and 
McReynolds ( KCMO), The AP was 



able to wrap up a fast, comprehen- 
sive story for members everywhere. 

Courtney., Butler and Mc- 
Reynolds are nnionsi the 
many thousands of netive 
neusnien ivho ninke Tlie 
A I* better . . . and heller 
kn tnvn. 



If your station is not yet usinp 
Associated Press service, your AP 
Field Representative can fine you 
complete information. Or write- 



i 




r .\M 



Those who know famous brands... know the most famous name in news is IP 
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Plug 
this 

blanket 




wore MUSIC more NEWS '"Ore OFTEN 



Akron'i only independent _weVe home folks 
Tim hLLlOT. Prclidcill 



Turn on the soles current, worm up 
those customers. WCUE blonkets 12 
northeostern Ohio counties. WCUE 
covers the bigger, busier commer- 
ciol oreos. No other stotion is more 
effective. Now you're getting worm 
. . . plug WCUE into the notion's 
42ncl morket. Let the soles sizzle! 



John E. Pearson Co.. Nalional Representatives 



THi BUFFALO EVef||M!& HEWS STATION 



CBS BASIC 



WBEN-TV 



CHANNEL 



WBEN-TV LEADS THE WAY 

1st on the air . . . Ibt in know liow . . . Ist in experience. \VHItN-TV, 
UiifT;il()'s favorite station, is also 1st in Niagara Tails, Olean, James- 
town, I.ockport and other Western New York comnivinities 
WHI:N- TV has high penetrati(in in Toronto and Southern Ontario 
'I'raineii anii experienced personnel of Huffalo's 1st station are 
eqviipped to interpret and handle yovir advertising needs. . . , 



There will he a new pofitioniiig of 
the hraiid leader? in llie various prod- 
uct field?. Many of 1965"s Nuniher 
One brands are now obscure, some of 
them have not \ et been lauiiclied. On 
the other hand, nianv of 1955's leaders 
will have slipped coni])etitivel\ . 

The <-oin])etitive race in the last 10 
years has been run on the j)rint track. 
The next 10 years' race, starting now, 
will be run on the tele\ision track. 

The underlving cause of the 1965 
rom])etiti\ e position of a brand will be 
how skillfidK it will have used televi- 
>\on in the wonderful 10 \ears which 
lie ahead. 



PAY TV ON FILM TO RULE TV 

Jackir Gleason 



Tr Star. 
CBS. 



I'rodiirer 

rr. A. V 




l'a\ tv on film^ 
that's the ine\'ita- 
ble outcome of 
the television in- 
dustry 10 years 
from Jiow. It's 
bound to be the 
most important 
change in the 
f-^ business when the 

next de<"ade has rolled by. 

I don't mean to suggest that it will 
all be ])ay tv — but it may well be as 
high as 90^( . 1 think there will be 
some li\e shows — but just a few. and 
the) will be s])onsored. of <-oui'se. 

It's inevitable, too. that most of the 
major motion jjiclnre >tudios will go 
into jjroducing films for tele\ ision — 
and that after television the films will 
be i)resented in the nation's theatres. 
Pay-as-you-go tv will have achieved 
that kind of emjvhasis 10 years hence. 

Uecause of the changes in the indus- 
try that j)ay tv will bring about, I be- 
lieve there may well be startling re- 
visions of the network s\ stem a< we 
know it today. I en\ ision. \Nith pay t\ . 
more and moie regional networks to 
take <-are of sponsorships on a market- 
by-market basis rather than entire na- 
tional ^etU])S. 

The motion ])Icture star will be the 
star on tele\ ision. New stars that may 
rise will do so on film, and such names 
as (»regor\ Peck. .lames Stewart, (»ary 
Cooper - - ^n^ \Nlioe\(>i happens to be 
their box-oflKe e(]ui\alent 10 )ears 
fi(un now will be the stars of ])ay tv. 
\nd the\ will have, if the\ are im])or- 
tant enough, the same kind of jiartiei- 
\l'h'(iii(' turn to jtnge 1021 
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Miami's growth amounts to 
a consistent 10% each year 
Some 7,000 new famil 
come in each month." 



les 



Oo1<l«> 



Florida's 
Te levi 
Stat 



First 
sion 
i 0 n 



Our Thanks 

TO TWO GREAT 
MAGAZINES FOR 
GIVING YOU THE 
FACTS ON THE 
FABULOUS GROWTH 
OF SOUTH FLORIDA 



HOW - edi ».« 'r^:KVS«^!".»w" 



Maximum Power 100,000 watts — 6 years "On the 
Air" experience — 1,000 ft. tower (tallest in Florida) — 
Award-winning Merchandising Dept. — FIRST IN 
PROGRAM RATINGS EVERY V* HOUR OF EVERY DAY — 
Telecasting COLOR since September 1954. 



Basic Affiliate 




MIAMI 
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r/ii(*(f(/o i'(i(fi'o show (icffffi.v iff 

Ixadio i-i MOW .-Iressing the ■"voiing 
iiuii iipd ' niaikel. formerly proinoted 
almost exelu>ively by ?.lirk. inajjazines. 
('hk-apo's W'MAQ ofTers the advertis- 
ei' a (■liaii('(^ to sell the young married 
( ouple his g<)o(l> or services hefore 
hiiyiiig hahils Iia\e heen formed. 
Bride's '"Bohay'' solicits the names of 
iiewK. or so()ii-t()-he niariied couples 
from it> listening audience, then sends 
them a complete merchandising pack- 
age (tf sponsors" products or gift cer- 
tificates. 

\ <"oiiiplele "Inhjrmation Sheet"' on 
(■a< h recipient is sent lo all the parlici- 



ini!yLlfc|iig[,i*k 




Paul Berlin (left) is Houston's top deejay 

ffoii.vlofi I'fiifeo f i.s<('iit>f*.s 
iKiftiC I'ciiif Iterl'tti top (f.j. 

Paul Herlin, KM Z deejay, is the 
most popular disk jockey in Houston, 
affording lo the IMiilco conlesi just 
( nuipleled. 1 he 2 I-\ear-old wiinier was 
elecled over ?i\ other candidates in a 
li'-lener ( onlest lhal pulled mori^ than 
21). ()()() \olcs. lie will appear as the 
gue>l of J(>linn> Desmond <»n the I'hil- 
< () I'lionoraiiia Tiiiir on M U.S in \e\\ 
^'ork at II dale \el lo he announced. 

A iiati\e of Mempliis. llerliii joined 
K.M Z in 1919 and won a iiewspaper- 
spoiisor(!d popularity poll that same 
\ear as the lop local deeja\. * * * 



''l/oiifif/ iH€ivri€'tV' nittrkei 

paling sponsors. Information on the 
sheet includes salaries, ages, personal 
background gathered during a tele- 
phone confirmation. 

Brute's Bokay features Henry Cooke, 
well-known Windy Cily d.j.. plus a 
popular inslrnmental group. It is aired 
Monday through Friday from 1:00 lo 
1 :25 p.m. A participating sponsor is 
guaranteed a niininuini of 225 deliver- 
ies per week of "Hokays, ' hut the fig- 
ure for some weeks runs o\er 1.000. 

Marriage statistics in the area show 
60,000 marriages last year with a slight 
ri-e predicted for this year. * * 

S'l/iiipfiofii/ ort'lu'stra 
hiinUs icrilcr'.v (frefiiii 

A jingle-writer"s dream came true 
recently when the Cincinnati Sympho- 
ny Orchestra recorded a 58-second 
singing connnercial using Vu instru- 
ments and eight voices. The jingle- 
writer, Miss Barbara Cameron, is a 
vocalist with the WKRC stations and 
has many years of radio and tv ex- 
perience. After she thought of the idea 
— used to raise mone\" for the Cincin- 
nati Fine Art> Fund — Miss Cameron 
soon had the cooperation of the Musi- 
cians /\ssociation. She is the wife of 
Joseph Kotler. spot sales manager for 
Ziv Television. -k -k -k 

ffoffi/icood'.v fif'lVf; luivinfi 
Hi o f I III - f o f i (/ eel t' brut ion 

(General Manager Harry Maizlish of 
KFW H, Hollyw ood, announced that the 
station is <clehrating its .'^Oth anniver- 
sary with a monlli-long program of 
promotion aimed at agencies and ad- 
vertisers. Mr. Maizlish, general man- 
ager since ]9'M>. bought the station 
from Warner lirothers in 1951. 

The plans call for the highlighting 
of many of the stars who at one time 
or another performed on the station. 
Inchided are su< h personalities us Hing 
Crosby, Jack Heiniy. Fddie Cantor, Al 
Jolson, Ceorge Jessel. Joe Vl. Hrown. 



Started by the Warner brothers, the 
station has served a number of causes 
in its history. 

KFWB's coverage of United Nations 
Organization Conference in 1945 net- 
ted them the I'eahodv Award for best 
regional public service program. * * * 

fii'ortiiti f*(ifior(iffi(i receives 
AP Rrtniileitsiers' mcard 




WAGA's Clark accepts Georgia AP award 

Radio station WACA. Atlanta, took 
many of the top awards given by the 
Georgia AP Broad<asters Association 
Newscasting contest. The .station re- 
ceived Excellent ratings in State and 
Local news, Commentar\ and Analysis, 
and Wf)men"s News plus Meritorious 
Rating in Sports News. W AGA also 
nailed down the Superior rating in 
Comprehensive News for their Georgia 
Panaroma which received the three 
highest awards in three categories. Oli- 
ver S. Gramling of New ^'ork. assis- 
tant general manager in charge of ra- 
dio and tv operations for the AP. pre- 
sented the news editor. Dale Clark, 
with the Superior certifi<"ate. * -k -k 

IS^eif} Ovletttts radio siaiiott 
veulltf piiff.v them in 

The latest freak reception story 
comes from WWL. New Orleans. Hill 
Brengel announ<'ed on his 5:'U5 ]).m. 
World of Sports show that the kids 
in Charity Hospital needed some toys. 
'] he program was picked up on a sev- 
en-tube set in Seven Islands, Quebec!— 
2.000 miles awa)' — and a listener sent 
in a Canadian dollar. The presenta- 
tion of the dollar was made by Rren- 
gcFs sponsor, the Jack Drew iiig Com- 
pany, through its v. p. Mr. Richard 
Jones. (See picture below.) * * * 
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Ilichmottil (Iff iiioi'ic tntthers 
III I'd lr(i(l(> thrtnifih poem 

To introduce themselves to the 
work], TV and Motion Picture Pro- 
ductions, a cli\'ision of Cabell Eaiies. 
Inc., produced a poem describing 
four mainstays of the company. Called 
"A Place Under Southern Skies, it 
starts: "We are four who ha\e found 
our way/ to a place where we would 
like to stay./To Richmond we have 
come with camera and gear,/ the fact 
that it's out-of-the-way to us holds no 
fear. . . .*' Main idea of the poem 
was to show that Richmond studio does 
a good job economically. JefT Forbes 



is managing director. 



★ ★ ★ 




Film staff introduced by descriptive poem 



Kriefli/ . . . 

W'ABC-TV, New York, brought 3-D 
to tv when it sent six models around 
New York to see most of the big ad 
agencies and rival networks. The beau- 
ties were dressed as medieval royal 
pages, were used to promote the new 
two-and-one-half-hour variety show, 
Entertainment. The} were preceded bv 
this telegram to ad execs: 

"Wednesday, sometime ajter tnelve 
A fair young maid will show her- 
selve 

Dressed as a herald in silken array- 
men t 

Shell he there for entertainment ! 

Watch for her! See her sir!'' 
* » « 

David A. iJennett, president of the 
Pennsylvania Association of Broad- 
casters, has the support of the state's 
130 radio stations for an all-out sat- 
uration drive to reach over three mil- 
lion radio homes in the stale, almost 
'[OiVc coverage. With the theme, 
"March Is Radio Month," the associa- 
tion has supplied each station with pro- 
motional packages. The promotional 
campaign is designed to demonstrate 
the power of radio in Pennsylvania. 
{Please turn to page 111) 



THE MOST fiOWEItfUL TV STATION IN NORTH AMERICA I 



lM Cm SlKVt . . . sell mJ nOflJ Well 



CKiw-m 

MILLION DOLLAR 
MOVIES 




YOUR AUDIENCE 
mi SEE... 

The Finest collection of First Run 
Movies ever scheduled in the 
Detroit Morket. 



V 



YOUR CLIENT 
mi PROFIT WITH . . . 

Six participating film commercials 
per week in a repeated First Run 
Movie Schedule in high rated 
premium time. 




It oil adds up to a million dollor bar- 
goin so v/rite, wire or phone your 
Adam J. Young Representotive or 





YOUR COmERCIALS 
SELL TO AN ESTABLISHED 
AUDIENCE 

Bosed on current performonces First i 
Run Movies repeoted four times weekly ) 
have produced a cumulative ARB 
Roting of 50.1 . ^ . 600,000 TV 
homes with an overage of 2,5 
viewers per set ot a cost of 76c per // 
thousand viewers. 7 y 



/ 



CKLW-TV channel 9, Detroit 



J. H. Horn pf ma Prrfiiirnl 



$QUTHWEST VIRGINIA'S PlMeC^ RADIO STATION 



We Do It ALL The Time! 

Concentrated LISTENER PROMOTION is another powerful 
reason why WDBJ delivers Sales Results in Western Virginia. For 
example, here Is a promotion summary of the last quarter of 1954: 

Promotion announcements (Min. or Stabk.) - 1,459 
Station-break trailers 3,125 
Newspaper ad lineage 11,206 

Newspaper publicity lineage — 26,426 

Downtown window displays _ 9 

Plus truck posters and "You're In The News" mailings. 



■Am mm MM I am - sooo watts . qgo kc 

I I I FM . 41,00O WATTS * 94.9 MC 

WV Ir l#W ROANOKE, VA. 

Ownrd and Opff<?i*d by ihr TIMSS WORLD CORPORATION 
FREE & PETEHS. INC., iVfl*ion(tJ Etpmtnittoiivts 
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1 L 



FUTU 




Exciting things are happening on NBC Tolovision — 
and exciting things are going to keep right on liappening. 
Last year, NBC^- pioneered new patterns of network 
television programming. Here are a few achievements 
of tliis pioneering: 

THE SPECTACULARS. These 90-minute, full color 
extravaganzas have become national talkpieces. Ex- 
ample 2 LIFE covers. They have succeeded in reach- 
ing on the average an audience of more than 11, 000,000 
homos. Nine Spectaculars have won Top Ten ratings. 
THE GEORGE GOBEL SHOW. The search for fresh 
new talent brought George Gobel to NBC Television. 



Before the season was half over, this young man w" 
the new style had become one of America's top coiij 
dians; his turns-of-phrase a part of the language. 
MEDIC. These authentic dramas of the world of me- 
cine have won for the program award after award, 
well as the flattery of industry-wide imitation a! 
national recognition. 
TONIGHT. The last hours of the day were revitalized i, 
Steve Allen. For sponsors, the program ofTers an oppf 
tunity to talk to vast, adult, Class A audiences at Cbj 
C rates, for the last impression (hat lasts. 
This season the average NBC Television nighttiii 




{NDICATIVE 



J)gram has delivered over 500,000 more homes than 
S next network. 

iC Television is now pressing ahead with plans for 
Kt season. Last year's originality will be continued 
d extended, and there are dozens of new ideas, all 
iigned to move television forward in pace, original- 
, liveliness— excitement ! 

? don't say "wait till next year," because you don't 
ve to wait— sponsors can become part of this new, 
ing television today. Meanwhile, tomorrow's plan- 
ig is in full swing. For the wise advertiser, NBC's 
jsent is imperative — and indicative of the future. 

')ORCES : Sep<. Report II, 1954-Jan. Report Hi 1955, A. C. Nielsen Co. 
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WATCH YOUR SALES 





in the 
SOUTH'S 



POPUI.ATION 

1940 88,415 

1953 197,000 

RETAIL SALES 

1940 . . $ 20,251,000 
1953 . . $184,356,000* 



FIGURES 



RANKS 92nd IN EFFHC- 
TIVE BUYING INCOME 



and 



HIGHEST PER CAPITA 
INCOME IN LOUISI- 
ANA 

WORLD S MOST COM 
PLETE OIL CENTER 

CHEMICAL CENTER OF THE SOUTH 

DEEP WATER PORT 

^ To sec your sales rcacli their 

greatest heiglits in this rich 
petro clicmical market, select 
WAFB-TV, the only TV sta- 
tion in Baton Rouge, with 
programs from all 4 networks, 
and our own highly-rated 
local shows, 

Tom E. Gibbens 
Vice Pres. & Gen. Mgr. 

Adam J. Young, Jr., Inc. 
NationnI Representative 



Baton Rouge Pariih, Survey 
oj Buying Power, 19i4 




(Continued from page 6) 

prodiicl or liow eflleienl the cost of space. Similarly the ex- 
perienced print copy writer woiilJ never ll^e certain headlines 
or copy tcchni<pies de.-^jiite his knowledge of their effeetive- 
ness — sinijjly hecanse they would violate the Corporate Per- 
soiiity with wliich lie is dealing. 

But we in tv and radio are far less experienced in the 
ways of adverti>ers and the means of reflecting their products 
and companies. W^e make many mistakes. 

That's why >o imieli tv, especially, looks so foreign to so 
many advertisers . . . why it is at svich great odds with 
what is seen in other media. 

The advertiser who speaks of quality and looks it, in color 
pages, often lias a hargain basement expression on his vi?age 
ill tv copy. And like as not the >liow he sponsors is as out of 
keeping willi liis waj of doing business as a keisler would he 
in Carlier's. 

The })ig reason >nch oddly shaped advertising is prevalent 
in t\ is that llic >])onsor. too. is new at llie medium and lest 
he seemed old fa>hioned. he puis nji with things that go 
against his grain and better judgment. 

The most sordid of whodunits turn up for the most conser- 
\alive (in other media) of advertisers. And the most \'ulgar 
of comics often appear in ])ehalf of Corporate Personalities 
that could only he red-faced at the result. This lack of edi- 
torial judgment on the part of advertiser and agency (and 
lack of interest on ihe jiart of network) will. I suppose, van- 
ish as time goes on and the people who control these decisions 
heconie wiser and more sure-footed. When this happy .^tate 
occurs there will be a flushing out of some of the program 
tvpes and coniinercial techniipies that we now have to }i\'e 
with, 'i'liis will not only tend to impro\T our relations with 
the jiresidciits of corjiorations and their \vives hnl also with 
the general ])uhlic. 



★ ★ ★ 



lA'ilt'i's lo Itoh Fort* III ff ft Wi'leinnoil 

Do you always a^rcr uilh (he opinions Hob Foreman ex- 
presses in "Ageney Ad Libs?'' Hob ami llie editors of si'ONSOil 
u'oubl be happy lo reeeive and print eommenis from readers. 
Address Bob Foreman, e/o SCONSOK, 10 E. 49 St. 
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T. \. story board 

A column sponsored by one of the leading film producers in teletision 

S A R R A 



NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 




\ 





Here, in this highly creative scries by S.irra for Stopctte, is proof-positive that 'IV 
(oniiiiercials can sell the product and entertain too! (Jioreographcr Dorothy Jarnac, 
in a dance of brilliant pantomime, brings to lilt the reasons why people should choose 
Stopeite over all other deodorants. At all times, the product is sold competitively, not 
oidy as a deodorant hut as an effective anti perspiraiu and a soothing, gentle lotion 
spray. Produced b\ Sarra for Jules Montenier, Inc. through Karl Ludgin Company. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 



"Stop Detergent Hands" is the theme of this hard-hitting series by Sarra for Jergens 
Lotion. A warm "human interest" opening ol a little girl pla) ing bride gets and holds 
attention and then blends gracefully into direct "hard sell". The message emphasizes 
that laboratory tests pro\e that women who use detergents and care for their hands 
with creamier, fragrant Jergens Lotion have smoother, softer hands. Produced by 
Sarra for the Andrew Jergens Co. though Robert W. Orr Associates, Inc. 

SARRA, Inc. 

New York: 200 East 56lh Street 
Chicago: 16 East Ontario Street 



Everyone loves to look at a baby (chick) is the theory behind this imaginative series 
of one minute and 20 second commercials by Sarra for Purina Chick Startena. \'ideo 
opens with a shot of a child cuddling a chick and then alternates tlie package with 
views of broods of baby chicks. The message states that Startena is blended and 
balanced with the same care as a baby's formula and contains all the anti biotics, 
vitamins and minerals that baby chicks need lor a healthy start in life. Produced by 
Sarra for Ralston Purina Co. through Ciardner Advertising Company. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 




Called "a remarkable, new medical discovery", Dcfencin Tablets are excitingly intro- 
duced in these one minute and 20 second connnercials by Sarra. An excellent x-ray 
negative of the himian sknll illustrates how this new medication penetrates to help 
fight the cold genn itself. The picture story lends strong support to the claim that if 
you've taken everything for a cold . . . now try Dcfencin. Strong package identification 
is stressed throughout. Produced by Sarra for Clayton Laboratories, through Gardner 
Advertising Company. 

SyVRI^^V, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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W L B C -T V 
M U N C I E 
INDIANA! 



hours per week 




Muncie is 1st 
in tile nation in 
HOURS PER WEEK 
SPENT VIEWING TV 

WLBC-TV is 1st 
choice in 
MUNCIE FOR 
TV VIEWING 



They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
cities by the American Research 
Bureau. The average Muncie 
family spends 31 '/z hours per 
week watching television . . . 
more hours per week than any 
other city ! WLBC-TV leads in 
Muncie according to the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 

CBS-NBC- DUMONT-ABC NETWORKS 




' CHANNEL 



49 




MUNCIE, INDIANA 



{Continued from page 24) 

tccliiii(|iie of utilizing; film to >el] a film beiies. I had a little 
cxppiiciice along [\ic .-anic lin(>> jii>t a few weeks ago, wliieli 
>eeine(l a somewhat more unorthodox approach to the same 
teelini(pie. And as I think about it. il ^e(Mns to he it might 
point the way to Iv film producers. di>t I'ihntors, agencies and 
advertisers for further inleresling and practical usage of film 
in the hnying-scdling pha>es. 

\\ alter Schwiuuner, the distrihulor of lite Eddy Arnold 
Time half-lR)ur tv fdni series, had sold the show lo the C. K. 
Anthony store in Oklahoma City through the Lowe Jinnkel 
Advertising Agency, and the Anthony chain fstorf^s through- 
out Oklahoma and Texas) and Lowe Kuukel were consider- 
ing luiying the series for many of the other markets in which 
their ptores wcve located. 

The yVnthony chain, however, like many another successful 
retailing organization, follows a policy of permitting their 
individual store managers a good deal of autonomy. They 
asked, therefore, if Arnold might make an appearance at a 
meeting of the store managers in Oklahoma City on 20 FVh- 
ruary. yVs il happened, Arnold had long hefore hcen hooked 
into W^asliington, 1). C. to play the Home Exposition Show 
there, the week of 19 Fehruary, so that it was impossible for 
him to make the a])pearanee hefore th<^ Anthony store man- 
agers. 

Then, thanks to the ingenuity of Keidi Mathers of the Lowe 
fvunkel ag(Miey and Av[ Pickens of the Schwiuuner organiza- 
tion, fdni eauu^ to the rescue. Keith and Art cooked nj) a 
sciipl in which Aiiiold talked to the ^tore managers exactly 
a> he would have, if he'd been able to attend their meeting in 
|)er.s()n. W^c iuterrnpled the shooting of the serie> itself for a 
hit to fdm this special seri])t for Keith, and on the 20th he 
lan it for the store managers in Oklahoma City. Art Pickens 
tells us that everybody concerned was highly ])lcased with 
the elTort. and tb'> Anthony chain, through their individual 
ptorc managiM's, have now picked up the ^bow in a large 
niimbci' of their kev markets. 

The point, of cour>e. uu)>t ()b\ionsly aiul .vimply staled, is 
that not onh' doe^ it make good pcusc for both sell(M' and 
biiNcr of a -cricp to put togeth(M- an intelligent, factual on- 
fllui sale.- pr(>>eulatioii of a scric'- a> did Sillcrmau with the 
(Idpldin CdUaul fdm. but niau\ (■on.-trnctivc and helpful pur- 
poses mav be served by special fdm >ucli as in the ca>e of 
Eddx irrrold Tune and ihe C. I\. Vullionv stores. 



★ ★ ★ 
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A Public Service Tale 
Presented With Becoming 
(Sic) Modesty, But, Withal, 
One of The Great Adventure 
Stories of the Atomic A^e 



"Bruce," we said, "what's on the 
program tonight?" 

"Well, at 8 we got CBS . . ." 
"No, no. The Testing Depart- 
ment program." 

"Huh?" 
"Remember last week you be- 
came head of Testing?" 

"Oh, that. Yeah." 
"Well, test this NO FLIES." 






Next to the corn borer, the most 
unpopular item in Iowa is the 
Common Fly. With that fact 
firmly in mind, WMT cottoned 
immediately to a Plan to Cut 
Flies Down to Size. 




But let Bruce tell you in his own 
words: 

"I tested it all over the station, 
wherever flies were likely to 
congregate, and I'm not exaggerating 
a bit when I tell you we killed three — 



NO FLIES, chemically treated 
paper birds, was the method 
suggested. The Common Fly, 
curious as all get out, would, it 
was alleged, alight, depart, and 
die. 






We know a thing or two about 
fly killers ourselves and have 
seen our share of them in our 
day, man and boy, so we took 
this one With A Grain Of Salt. 
(Ugh. — Ed.) We turned it over 
to our Testing Department. 




this being an unusually sanitary 
operation." 

We ran the fly spots. 

We're processing orders for 1,555 
packages of NO FLIES at one dollar 
per. One complaint. Party named 
Muffett, who kept spiders. 



AM & TV 



Mail Address: Cedar Hapids 

CBS for Eastern Iowa 

National Reps: The Katz Agency 
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GRACE 
PORTERFIELD 
Time Buyer 
Benton & Bowles, Inc. 

says . , . 



WNHC-TV is power- 

ful enough and 

popular enough to 

deliver results at any 

time of the day or 

night. For instance . . , 

WNHC's DAILY 
NITECAP THEATER 

cost per thousand 

homes averages 66 



cents 



J 




Compare these facts! 

15 County Service Area 
Population 2,564,] 50* 
Households 1,043,795* 
\ TV Homes 934,448** 

Sources 

"55 SRDS Consumer Markets 
(Pre Final) 
"CBSNIEISON 1953 - updated 
with RETMA Set Sales January 
1 1955 



See Your KATZ Man 

Serving Hartfard & New Haven areas 




ngency profile 



F. B, itifiuu Jr. 



chairman of fhe board 
Ruthrauff & Ryan, New York 

A lew week? ago. Ijarry Ryan. Jr. succeeded liis father as chair- 
man of the board of liiithrauff & Ryan, while Rob Watson iiio\ cd 
np to ])resiclont from execuli\e v.p. It's a siginificant move and an 
interesting one. Rnthrauff & Ryan had ah\a)s been headed uj) by 
''the family" since its founding as a mail order house b\ Frederick 
R. Ryan, Sr. and the late Wilbur Ruthrauff. Bob W^atson is the 
first outsider to become president at the agency. 

"Bui the most significant cbaiige during the last two or three years 
actually oc< uvred in the last six montbs," Ryan sa\s. "We've added 
()\er $13 million in new billings, most of the>e budgets to go into 
the air media. * 

l]arrv Ryan doesn't ex]iect the management changes to affwt 
agency |jolic\ . " fhe main ]iroblem of an agenc\ is always the prob- 
lem of projierly staffing with man])()wer that fits the operations of 
the < liciils." he tokl sponsor. "'The agen< \ management is close to 
e\cry a<coiint, of course. Rut on the account executi\e le\el ve 
lune men who're s[HHialists in their client's field.'' 

The ageiic) as a \\hole. lliougli beavy in industrial accounts, 
doesn't s|jecialize. Its estimated $50 million billings for 1955 de- 
ri\e from package goods, foods, beer. aiitomoti\e and oil accounts. 

New accounts acijuired in 19.54 include Packard, Sun Oil. General 
Electric, The Air Force, Griesedick (reacquired) and part of 
Miimcsf»ta Mining. l']arh in 1955, however. R&R lo-t American 
Airlines to Lennen & Newell after servicing tbe account for 18 years. 

"Our accounts have been moving more and more heavily into tbe 
air media," R\an told .spoNSOK. "Of course. 1 kind of like to see 
ibal. Back in the early Thirties 1 beaded our radio dejiartment." 

R\an recalls \\orking on NBC's first soap opera. U'lial Happened 
la Jane?, recalls tbe high-priced glamor-days of radio, took to Iv 
in a big \\a\, but maintains bis interest in radio. 

"Our radio billings last vear were $3 million," says Rvan. "1 
ex])e< t that they'll be higher in '55. as a result of increased billings." 

Ryan spends ])art of bis time tra\eliiig to the 13 RS.R officers out- 
side of \e\\ York, closely supers ising the agency accounts. Allo- 
getli(M-, Rulbiann' & R\an lias more than 620 enij)lo)ees. 

A Manliattanile. Ryan feels that his home's been far too quiet in 
the la^t eonjile of years. Reason: one daughter got married, the 
other went off to college. * * ■*: 
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WFBM-AM & TV 

INDIANAPOLIS 

IS'alional AV/).?; The Katz Agency 

Affilialed wilh WEOA, Evansville; 
WFDF, Flint; WOOD AM & TV, Grand Rapidt 

21 MARCH 1955 



The Flags Flew 



This is llarr\ Martin, Iv liosl with the 
most. He plows a full schedule of farm 
programs on Channel 6 in Indianajiolis. 
His Market Reports, sponsored by Kalstoii 
Purina at noon daily, has the rapt attention 
of the agricultural set hereabouts (here- 
abouts includes 90,000 farm families in 
our co\erage area). 

A few weeks ago I'urina offered, via 
Harry's show, a hundred mail box flags to 
the first hundred \ icwers whose letters or 
post cards had the earliest postmarks. 

The single announcement brought 2,606 
rerpiests. The winners were all |)Ostniarked 
within two hours of the annonncemont. 
Martin's pulling power }»romj)ted Purina 
to <liscontinue the offer, which ha<l been 
set for successive repeats. 

» * « 

Harry Martin was born on a farm which 
was bought from the governnvent b\ one 
of his ancestors in 1826. ten \ears after 
Indiana became a state. It would take a 
Wabash Indian to claim earlier roots in 
Indiana. Pioneering's in bis blood — 
Harrv began the first regular farm tv pro- 
gram in Indiana, di<l the first live studio 
demOM'^tration commercials (both for 
\VFI>M-TV) and keei)s in touch with the 
soil \ ia bis suburban acres where be raises 
rutabagas and Indiana limestone. 

Like all WFBM ])crsonalitics, he also 
raises results for sponsors. 
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STATION IN THE WINDOW 

t Continued from page 36 I 

It \\a- ill April 19.54 thiit ihc idea 
[or the ■'slalion in the window ' was 
born. The coiu cplion took \Aave in the 
pri\ate offire of Ahraliam (Jreen. jire?- 
idcnt of R. II. W hile: "fathers" of tlie 
idea included Green: Max Gold. 
\\ hite s ad\ erlising and sale? ])romo- 
tH)n manager; \ ale La>ker of Lasker 
Uisenien. Whites ad agency: and 
Lanihert Ueeuwkes, then general man- 
ager of W \ 1) \. The) were looking 
fi)i a likeh eonihined station-store pro- 
motion whiih woidd make an inipa<t 
on some lOO.OOO Bostonians and reap 
benefit? all around. Suggestions made 
ran the gannjt from eight-second an- 
nouncements to three-hour s\mphonv 
broadcasts. 



Finalh came the Big Idea. 

Between that time and the da\ the 
station in the window was offit iall\- 
()j)ened, nmch tune and energ\ were 
imested. R. H. Whites dis])lay man- 
ager, James Gosling, designed the win- 
dow to make it s])e<tacuiar and e)e- 
arre-ting. A score of store, ad agency 
and radio stafT employees worked to 
disassemble the radio station in its 
Hotel Bradford studios, move it a mile, 
then reassemble it in the window. 

Opening day was Monday. .3 May 
1954. It was a grey, rainy da\ , but 
(lesj)ite that ]>assersb\ kept stopping 
until a crowd of several liundrcd had 
gathered in front of the \\indow, s|jill- 
ing out o\er the sidewalk into the 
street. The) stood fascinated, reports 
the station, oblivious of the rain. 

What did the\ see? With a se\en- 




f. i\eii7 stutluus OH ttU'* 



color American Airline? backdrop ser\ - 
ing as a background, three men were 
producing the Morning Aeivs Beat — 
connnentator, as-istanl and engineer 
— with the aid of all the typical sta- 
tion equipment including Lnited Press 
telet)])e. turntables, control console, 
transmitter, microphones. On the wall 
were fne clocks de]3icting the correct 
time in London, Moscow", Korea. San 
Francisco and Washington (reminis- 
cent, to Xew Yorker?, of Garrowa)' s 
window set-up for the NiiC T\ Today 
program each morning), 

I- or 42 consecuti\ e days, from 5:45 
a.m. to 11:15 p.m. each day, WVDA 
conducted its operation in White's win- 
dow. ,So pleased was the store with 
increased traffie and sales volume that 
it was reluctant to let the station leave, 
and onl) consented to do so after ex- 
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CITY 1 STATE 



CALL 
LETTERS 



CHANNEL 

NO. ' 



ON-AIR 
DATE 



ERP (kw)** Antenna 
Visual i (ft)"* 



NET 
AFFILIATION 



STNS. 
ON Al R 



SETS IN 
MARKETt 

(000) 



PERMITEE. MANAGER. REP 



PORTLAND, OREGON 



KLOR 



LEXINGTON, KENTUCKY WLEX 



12 



12 



5 Mar. 



15 Mar." 



316 1,014 



171 



ABC 



KOIN- 

TV 
KPTV 



9H7 400 Oregon Tv Ific. Rpp: Hollingbery 
^^^^y ^ White, pres. 
Stephen E. Thompson, vf. & treas 



NBC 
ABC 



WLAP-TV2 NFA 



Gutlirie Bell, o>*ner 



Rfp: Forioe 









II. 


jV<*itr 


upplicutious 




1 
1 


CITY i STATE 


CHANNEL 1 
NO. 


DATE 
FILED 


ERP (kw)" 
1 Visual 


Antenna 
(ft)"' 


ESTIMATED 
1 COST 


ESTIMATED 
1ST YEAR 
OP. EXPENSE 


TV STATIONS 
IN MARKET 


APPLICANT. AM AFFILIATE 



HATTIESBURG, 
MISSISSIPPI 

WALLA WALLA, 
WASHINGTON 



12 



5 Mar. 28.45 



5 Mar. 



11.76 



488 $185,409 $144,000 

274 $118,800 $120,000 



None 



None 



Lion Tv Co, 
Dave A. Matison 
Hnrold M. Matlson 
Milton J. Fine 

J, EIroy McCaw. sole owner 



III. yXddottdu to \»rev\i»us Usiittfis 



Anchorage, Alaska, ch. 2, new call KENI- 
TV (formeriy KFIA) 

Boise, Ida., ch. 2, new call KBOI-TV (former- 
ly KBOl) 

Hllo, Hawaii, ch. 9, call assigned KHBC-TV 
Milwuakee, Wis., ch. 19, new call WXIX (for- 
merly WCAN-TV, Rrst CBS tv-owned uhf 
station; began operating 27 Feb.) 

OFF THE AIR 

Since the b('''iniiin<: of 1955, the 



( .S. sKiltiins (III inr 
Marl: c/a ( f/i CI I'd 



follow ing stations lia\ e gone off the 
ail but retained their permits. 

Albany-Schenectady-Troy, N. Y., WTRI, ch. 
35, began operating 19 Feb. 1954, ended 
31 Jan. 1955. 

Buffalo, N. Y., WBUF-TV, ch. 17, began oper- 
ating 17 Aug. 1953, ended 23 Feb. 1955. 

Charleston, W. Va., WKNA-TV, ch. 49, began 



BOX SCORE 



■/.'f— I'osl irri'zc riiiurnerfinl i.p.'s 
li^ii Ciiinlcvs on air 



operating 17 Sept. 1953, ended 12 Feb 
1955. 

Fairmont, W. Va., WJPB-TV, ch. 35, begai 
operating 16 Aug. 1954, ended 28 Feb,] 
1955. 

Milwaukee, Wis.. WCAN-TV, ch. 25, began** 
operating 5 Sept. 1953, ended 20 Feb. 
1955. 

Oklahoma City, Okla., KMPT, ch. 19, began, 
operating 8 Nov. 1953, ended 3 Feb. 1955 



.1?>:; i / ..S tv sets ( 1 I- l b. '."w) 
ll'ITt I .S. li homes I I I'd). '55) 



•Both new r p 'n anrj stnllonij Rfilng on the air lislcd hero are Ihiwc uhlrh ncrurrcd between 
,\|.ir ti :ii Ml Marih -i ■ i. u .. h Inl.it nal ..ri I'lnM Ih' ribUlnxl In thai iierinl Sndlnhfi art* 
coruld/.Tci! u> ho rm ih* Air when rommerclai operation iiarts ""KITo'tlvc rndiBicd power. Aural 
power uftutlly Is one htlT the vl-iual pmvor, ••'Antcnnn height aliorc nverase terrain (not 
abore irrounil) tlnronnailon on ihe nnmber of »el» In mnrkcts where not deRlenBted as belJis 
from NBC Iteiotrch, coruUu of emimatcfl from the itattoiu or reps and roust he deerofd approxl- 
fii.i ■ ' 1 »;(' -t f J \ li< ■ K' ' ' I ■jjiiiiilitt ^ I It jn^f^l ) tin rep r^CDtal Ives »f a 



'■n.llo siiiiiMti vihlcli ]s Kranicd & c.p. ilso represent4 tho new tv operition. Stnce il prcaBUmf 
t tf cenorally lOO earlj lo confirm tv representative* of roosi cranteci. SPONSOR list* uie 
reps of the raUlo !^Iitllons In Ihls enhimn (ulicn n radio station has been piven the tv erant) 
.VPA: No flirurts available at prcsstluir on sets In niiirkn 

Hipcratif n tlalc dciavni rrotii I M^r -Not yot it air axitls nHnihrr tnrlmlf^s iir;t*'ts to per 
11 tecs w ho have sI'k-p stirri>iiii«>rtMl tlirlr c p. 's o) \vl»> lutvi* hml them \ ofilrd hy l'^ C 
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gecy fellahsy 

thanks I 



for awarding an EMMY 

to LASSIE as the best 
children's television program in 1954 



Our thanks to Jan Clayton, George Cleveland, Tommy 
Rettig, and Lassie, of course, who have wade the "Millers" very 
welcome guests in millions of homes every Sunday. 

And a low bow to our producer, Robert Maxwell, 
and his co-producer. Dusty Bruce. 




Television Programs of America, Inc, 



^ Academy of Televisiott Arts and Sciences. 



21 MARCH 1955 
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tr;Ktin<r a proini.-e that W \'DA ^\•ould 
return again in September. 

Here aie just tuo in>tance^ of tlie 
nijn\ re-ult? the >tore obtained. A 
tu<)-(la\ >|)e< ial on a stot k of $90 
( hair* was ath ertised on \\ \ I) \ onh , 
])\ noon on the firi?t da\, the ehairs 
were eonipleteb sohl out. A major 
l)a>enienl -ale broke all re<-ords dur- 
ing the "station in the ^\indo^\ ' time. 

\\ hen September came, it saw the 
unmasking of a mannnoth sale b\ K. 
11. \\ liite. one w lii< h had been in prep- 
aration for man\ months. Based on a 
( ircus theme, it featured li\ e. wild ani- 



mals in every window, highb imagina- 
ti\ e still and nifM hanical-aetion scenes 
complete with (lowns and balloons. 
Though it seemed that W bite did not 
need the drawing power of the "sta- 
tion in the window," ^till it insisttnl 
that \\ A I)A return whieli it did. 

1 his time, the decor of the station, 
too, took on the spirit of the circu-. 
But could it attract peo|)le when there 
were wild animals to be seen in the 
other windows? 'I he\ soon discovered, 
to the general amazement of all con- 
< crned, that the "station in the win- 
dow' not only outdrew the wild ani- 



mals, but more people paused — and 
for longer periods of time, says the 
station— in front of the radio window 
than during the first visit. 

In order to intensify White's inter- 
est W \ DA .-et about exciting key peo- 
|)le in the store by bringing them 
into direct touch with the listening 
public and having them actively par- 
tii'ipate in on-tlic-air promotions for 
the store. WA'DA assigned Len llorns- 
by. then sales manager, as the liai- 
son with the White organization to 
contact everyl)ody in the store who 
would be aflerted by the advertising — 
from the basement up. (Ilornsby is 
f now statitjn manager following resig- 
nation by Land)ert jjeeuwkes. I 

WA l).'\ listeners, in -treet and home, 
thus heard White's merehandise man- 
ager, furniture buyer, basement super- 
visor, household-items buyer, ready-to- 
wear department heads, comparison 
shoppers and others, including Presi- 
dent Green, tell all about White's op- 
erations: how merehandise is pur- 
chased, method of fair-profit pricing, 

'•There arc ^trinifie forces ulirtiacl in 
the world tctday. . . . Anions the fir.>>t 
ol)jectiM>> of tho-e forces is the rciiitrol 
of public media. And a primary step 
in that direction is control of advertis- 
ing that »npport» those media. Let's 
not perinit onr>ehes to he enchanted 
hy the idea that media wnnid he free 
Hithont achertising. Viithont advertis- 
ing, the media would be in the hands 
of g«>veniinent and no place else. . . . 
Therefore, any effort to limit nnreasun- 
al)l\ or control tlie advertising of beer 
or bread or antonioliiles or anything 
eUe is a step away from democracy 
and a long >tep indeed." 

IIAKOLl) E. FKLLOWS 
I'rcsidrtit and Chairman of the Board 

yARTn 

why nienhandise is placed at specific 
locations, how deliveries are made, 
how a sale i.s thought out. 

During the tenure in the window. 
Whites main radio elToits were: 

1. A "Specials Shopper.*' inter- 
viewed twice daily to highlight \ arious 
dcp'! rtnients. 

2. Freijuent eight-second "'qui: k-ini- 
pact ' annonncements. calling attention 
to individual "hot Inns."" (jiunters 
bearing the e items had "\\'D\ A Ha- 
(lio special" placards on displav. 

I'.nthusiasm ])ermeated the store, 
down to the lowest-echelon salesclerk. 
Kmphivees fretpicntly told store pa- 
trons to "be sure and see our radio 
station in the w indow . ' 

On its part. \\A DA strove to sustain 



PHOENIX 45 



IN POPULATION and RETAIL SALES 



ijl it"' (](! < 

'P'*!^! i! Hi ■'^'^ ■ - '^v,mi ■ -1 





AUTOMOTIVE ' 
STORE SALES 


Millions 


40 


SAN ANTONIO 


$113.? 


41 


BIRMINGHAM 






f PHOENIX 


$110.2 


43 


DAYTON 




44 


NEW ORLEANS 


i $107.8 


* 


SRD Consumer Markets '54 



Automotive Store sales are soaring! 
Phoenix is a sprawling, stretching market, 
where an auto is a "must" for almost half 
a million people who maintain more than 
200,000 cars. 

Make sure you include these car-minded, 
easy-spending Phoenicians in your mar- 
keting plans! They are yours to talk with 
, . . and sell to . . . with profitable results, 
through the dominating coverage of 
KPHO and KPHO-TV! 



SOLD 

r^Sehea most effectively through 



KPHO-TV '"KPHO 



Chann«lS « CBSBaitc 
Firit in AritMO fine* '49 



Dial 91 a • ABCBmc 
HI Fid«]itYVoiMof Arliimo 



AFFILIATED WITH BETTER HOMES and GARDENS » REPRESENTED BY KATZ 
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Miss North Carolina (Betty Jo Ring) of Leilnqton, N. C, 
greets Mayor W. N. Angle of Rocly Mount, Va. (left), 
and Mayor G. B. Herndon of Fayetteville, N. C. Although 
the Mayors live some 150 miles apart, both are faithful 
viewers of WFMY-TV. 



Mayor R. H. Frailer of Greensboro 
welcomes little Miss Lambsle Penn 
of Danville, Va. 



1 




Mayor M. C. Kurfees presents 
Winston-Salem's contribution to 
fh* "Revue", soprano Peggyan 
Alderman. 




Chamber of Commerce Head R. 0. 
Warwick and Miss Lucille Haynes 
of Statesville, N. C. 




Coverage of the Prosperous Piedmont 

Spectacular coverage! Spectacular participation! On January 30, 
local talent from all over Piedmont North Carolina and Virginia partici- 
pated in the "Channel 2 Revue", a two-hour salute to the NEW WFMY-TV. 
Talented performers, representing all major cities of the Prosperous Pied- 
mont, were introduced by the Mayor of their respective cities. Over 125 
people took part in the "salute". 

The response to the "Revue" by audience and participants alike is 
proof of WFMY-TV's thorough coverage of this $2.3 billion market. No 
station or group of stations rivals WFMY-TV's coverage of the 2 million 
people in its 46 county coverage area. 

With full 100,000 watts power . . . plus over 5 years telecasting experi- 
ence . . . WFMY-TV is the only CBS station completely covering more than 
300,000 sets in the rich industrial section of North Carolina and Virginia. 

To get spectacular results in the Prosperous Piedmont, call your 
H-K-P man today. 




The ever-present magician, R. F. 
Snavely of Raleigh, N. C. 



Now In Our 
Stxih Year 



GREENSBORO, N. C. 

Repreienfed by 
Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco 
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interest hy iii(]u<iiig hig-naine peison- 
£ilitie- to \t>it the >tore and l>e present- 
ed on llie air. \inong tliose wlio eanie 
were Jinnti) Durante. Ivartha Kitt. 
I rankie l^nine. clown Enitnett Kell\. 

To make tlie tie-in two wa\. I{. 11. 
Wliite inserted plu^s for W \ DA in its 
newspaper advertising, while \\ \ D.A 
returned the rouiplitneiit in its news- 
paper ads in tlie Record and American. 
I lie radio editors of the Hoston papers 
gaxe an achlilional shot-in-the-arni to 
the promotion with their several men- 
tions of the "station in the window." 



Botli in and out of tin; window. 
White n^es a mixture of ])rog:rams 
and announcements on \V\'DA. The\ 
have a dail) 10-minute Lady in the 
Aisle program, iiigidighting items on 
\arious counters in tlie store. They 
sponsor a half-hour teen-age show 
ealled Plallcr Parly on ."^atnrdax morn- 
ings, which started in September and 
attracts crowds lo the record depart- 
ment. 'I hey run a dalK saturation- 
schedule of eiglit-se<'on(l "quick-im- 
pact announcements to move indi- 
^ idnal items ★ ★ -*■ 



QRC APPROACH 

{Conlinued from page 41) 

work audiences during 1952. with the 
higgest network audience no more 
than 26 lo 28' r higher, and possibly 
less. While the SAMS audience figure 
for QRG applies lo radio before the 
post-freeze Iv stations began coming 
on the air. the networks were alTected 
by t\ to the same extent and Q]\G as- 
sumes liial llie 1952 audience relation- 
sliips still apply. 

In buxing a limited group of high- 
power stations. QRC maintains, adver- 
tisers are taking advantage of certain 
inherent economies. Jn the first ])lace. 
a power station is bound to have a 
low er-eost-per- 1,000 than a smaller sta- 
tion since the additional cost of oper- 
ating the hig station is a mucli smaller 
percentage than the additional audi- 
ence gained liy a strong signal. 

In the se<'ond place, the greater dis- 
tances between ORG stations as com- 
pared with. say. network affiliates 
means less duplication of homes. This 
means there is a minitnum nund)er of 
homes which the advertiser pays for 
more than once. 

Wliile the networks tr\ to avoid as 
much duplication as possible, a certain 
amount i- inevitable since network pol- 
icy is to cover i)ia< licall\ everv corner 
of the countr\. Both CHS and M?C 
claim more than 99*^? coverage of U.S. 
radio homes in terms of their affiliates' 
signals. Moreover, some network re- 
searchers maintain that duplication is 
not all bad, that a home covered by 
more than one station is more likely 
to be reached bv a network program. 

To what extent the economies of 
QRC s operation w ill be reflected in 
its rates is not \et known since the 
group lias not \ el released a rate card. 
Ilowexci. in it- presentation lo adxer- 
tisers and agencies, QRC sa\s it is 
planning national coverage "for as 
nnich as 'M)' ', less cost than a national 
network.' This figure assnines a half- 
hour >bow for .52 weeks. 

It is also known thai QRC's rales 
will provide a discount structure which 
will make it cheaper lo 1)U\ the QRG 
group than its nienil)ers indixidnall}. 
QRG will proltably have its own <lis- 
count structure l)ase(l on the total gross 
rates of all stations ratlier than a group 
discount on toj) of the iiienibers indi- 
\ idnal discount structure>. 

QRG will sell only programing, not 
annoniicements. Advertisers will be 
able to bu\ parts of shows but at pres- 



IN KANSAS 
EVERYTHING IS 



Aug. '54 KANSAS FARM INCOME UP 

36.2'/^ over Aug. hits $150.1120.000! 
(.Inly "04 farm inconie was uj) lo.O^o 
over .Inly 'o'A).* 



Sept. '54 FHLB HOME LOANS UP 
48. 3*^0 over 8ept. '.').'>! I'nildiiifj permits 
U[i over same period 1* 



'1 /.t'^. 




Sept. '54 BANK DEBITS (;ni accurate 
gauge of total hiisinc'ss volume) UP 11 '^r 
over Sept. '5.'! !* 



Oct. '54 PETROLEUM PRODUCTION 
UP 38.0 'f over Oct. '5.3!* 



KANSAS is BUILDING! . . . CROWING! . . . 
PROSPERING! How to sell this vast farm market? 
Put your selling message on the radio station Kansas 
Farmers listen to most . . . WIBW.t 



B " f B • ' Pe- 



verity ( i Kansas 





TOPEKA, 
KANSAS 

Ben Ludy, Gen. Mgr. 
WIBW & WIBW-TV In Topeka 
KCKN in Kansas City 
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This letter 
is typical 
of the way 
thousands 

of families 
feel about 
radio 
in the 

Atlanta area 



V \ Ok.rN'V Co.. 



' Name furnished 
on request 



w 



si 



ATLANTA 



50,000 watts -750 kc. Represented by 
Edw. Petry & Co. Affiliated with 
The Atlanta Journal and Constitution 
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ROMERO 

OWNS 

SAN 

FRANCISCO 
...JUST LOOK 
AT THIS 
RATING 
REPORT 

In San Francisco, says ARB, Cesar 

Romero's new TV hit, Passport 

to Danger, dominates its time period 

, . as it has from the first night 
it went on the air! Rating is high, 
share of audience a whopping 
75.5%, and going up. 

Now we know this show is "hot"! 
Top markets are going fast, 
but some are still available . . . 
if you hurry 



CESAR ROMERO, starring in . . . 




SYNDICATION. INC. 

7 Weil 66lh Si., N Y 
CHICAGO • ATLANTA • HOLLYWOOD • DALLAS 



eiit the ininiiiium l»u}' is 15 minutes. 
1 lip group liaii expajuled its program 
planning ^\nce it* early orgaiiizalional 
(la\s. At first, tlie plan was to eon- 
<eulrale on popular local shows al- 
read} on llie air and ta})C them for 
inend)er stations, tlie idea ])eing that if 
a show was popular locally it was 
hound to have some aj)peal elsewhere. 
()]IC, meinhers are strong in hilhhilK 
and harn dance programing with sta- 
tions like WLW. Cincinnati: WSM. 
\nsh\ ille; W'VxVA, Richmond : WFAA. 
Dallas, and others ha\ing a long rec- 
ord of liuilding loeal shows. 

Since l\\an"s appointment, all oth(>r 
programing sources have been exam- 
ined. Syndicalors. transcription firms, 
talent agents, independent producers 
have heen approached and a variety 
of ideas have heen nndled over. The 
possibility of reviving programs not 
on the air now has heen looked into. 

"We're primarily interested in the 
kind of programing that [teople listen 
to alone." said Ryan, "because that's 
the way peo])le listen to radio nowa- 
days — alone. We don't expect to dis- 

I cover an\ new forms of art hut we 
want (pialit> programing, the kind that 
goes with quah'ty stations. 

"The shoAvs nmst appeal to casual 
listening but thai covers a lot. It can 
be a musi<' show or a personality show 
or an information-type show. P)Ut 
we re not interested in \arietv shows. 
We can't beat tv on variety shows. 

"While we feel we fit the needs of 
the long-term advertiser, vve are going 
to provide shows fur the short-term 
advertiser. That niean>. of course, 
we 11 be carrying j)r()grannng snslaiii- 
ing so that ad\erliser> can jump in 
(piickly. .'Stations will prohahb be al- 

j lowed to sell unsold time on ORG 

I shows to local clients hut the tinie will 

I he preemptabl(>.'" 

Ryan said half-hour |>rograming 
cost would run between Sl-OOO and 
$3,000. "which is the popular range 

\ t()(la\." llowexer, he said, ORG was 
not lr\ ing to produce bargain-base- 
ment shows and added that he felt 
program hudgets should he "traded 
up ' with more emphasis on turning 
out a good show and less on <-utling 
corners. 

Since (,)RG is not a network, and 
has no intention of becoming one. 
there will be no option time as such. 
\n acKcrtiser who buys a program 
will be ahle to clear time but tli(> J)e- 
riods will \ar) according to the best 
time axailablc on each station. Since 



a large percentage of the stations are 
NliC affiliates, there exists a good 
chance of getting the same periods on 
a majority of the stations. R\ an said 
that ORG slaticjus are fa\ ornl)ly dis- 
posed to guarante(Mng time slots and 
although these will be in network oj)- 
lion time he doesn t foresee an)' proli- 
lem of pret^mption by the network. 

Ryan believes the importance of pro- 
graming in air selling is being under- 
estimated in radio these days. 

"The difference between listening to 
commercials within a show, ' he said, 
"and listening to just an announce- 
ment is the (litfereirce between a sal(>«- 
man talking to you in your living room 
and a salesman talking to you outside 

★ ★★★★★★★ 

. . >««)in<-ii in ;i«K«'rliv.iiiK arc fioiiii- 
\iie\\ i)itcrt'*le<l in rcj-earrh, for women 
— *o il has heen <ai«l — are eii«h)weil 
with a -izahh- auioinil of riirio?-!ly as 
>*ell a.', iiitiiitidii. Thi<i hoties ^«)0»1 for 
ihein j-iiK-e a<l>erli>iiis is a field Mherc 
ihev can ooiii|M'I«> and als-o eooporale 
wilh men. . . . lii ihe home, ihey use 
hihor-sav ill"; «h"\iees — produel.s which 
ha\e hcoii de\eh)i)e«l lhroii;;h rc>earrh. 
Al hiisiiic>>. they rre<|iienlly use ihc 
(iiidiufrs of a«herlisinfr and markcling 
roenreh to helj) sell more of sonic of 
these prodiiels. . . ,?9 

EDC.Vll KOIJAK 
I'rcsiJrnI 

Advcrtlsinix Research Fotin<lallfln 

} ()ur door. It's fashionable nowadays 
to talk ahoul spraying your message 
ox'er the radio audience. 

"Sure, circulation is important, but 
the advertiser nmst not lo.«e sight of 
the fad thai he should sell, in ellect, 
to one |)erson. And with programing, 
he can do this." 

ORG is selling more than program- 
ing on its thre(>-dozen odd stations. 
It is selling radio in general and night- 
time radio in particular. 

There is no good reason to overlook 
nighttime radio with the present rale 
and li.steniug |)icture being what it is, 
]{\an feels. "'Xighttime radio is now 
priced about tlu> same as daUime and 
nighttime tune-in is about the same, 
too.' 

(One of the most important docu- 
mentations of the nighttime r;idio au- 
dience was r(^-cntlv released in part by 
NIK;. rnd(>rtakcn hv Starch, the study 
was made during the '5.'^-'S ]. winter. 
It disclosed that, on the average eve- 
ning, radio i> listened to in 19,701,000 
households and h\ 50.230,000 persons. 
Of these Inmsehoids. 1 1 .{',50.000 listen 
two hours or more. The study also in- 
dicated that the longer a family owned 
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Chances are you'll want the 
largest square mile coverage of 
any Texas radio station. . . . 

With KENS you'll 105 coun- 
ties in the .5 Millivolt area, in- 
cluding 4,271,400 people (1,171,- 
100 families) with an annual 
buying income of S5,843,696,000. 

The powerful 50,000 watt day- 
time voice of KENS on 680 kc. 
dominates the tremendous oil- 
rich, cattle-rich, farm-rich growth 
area of South Texas lying be- 
tween Ilouston-Vi'aoo-San Angelo- 
Del Rio and Brownsville. With 
KENS you cover a 109,737 square 
mile area at an astonishingly low- 
cost per thousand! Get details 
now. 



\ 




Ei»ii>>-Nint Statioh ^ ... 

Represented Nationally by FREE & PETERS, I n c 
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ANOTHER CITY 
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HEARD FROM... 





"RACKET SQUAD" 

1 




IS #1 AGAIN! 

Yes, in city after city, Telepulse rates 
Racket Squa d as the #1 film show. 
Look : 



ATLANTA 
CHICAGO 
DETROIT 



#1, with 29.6 
#1 after 3 weeks 
#1, with 23. S 



WASHINGTON #1 after one month 

No wonder this record-busting show 
boasts 90% renewals after only 10 
months in syndication! First run still 
available in many top markets. Come 
on in fast, the selling's fine! 



RA9 
SQUAD 




ABC FILM 
SYNDICATION, INC. 

7 Wejt 66th St., N. Y. 

CHICAGO • ATLANTA • HOLLYWOOD • DALLAS 



a tv <et. tlu> greater the amount of e\e- 
ning radio listening. ) 

Ryan heliexf.i there is also too iiiueli 
of a tendency to o\erlook the non-tv 
audience. "There is still a snhstantial 
uuinher o{ radio-only homes." he said. 
"This grou|) can make the diilerence 
hetweeii VUG leading Lever Bros, or 
\ice \ersa.'' 

Fa\ Day, director of sales de\el(ip- 
lueut f<5r (,)KC, esliuiales there were 
more than 15 luilliou radio-only homes 
availahle as of 1 January. He cited a 
Market Research Corp. of America 
study, which put tv owuership in the 
r.S. at 64'; of all homes at the l»e- 
gimiing of the year. MRCA. he said, 
figured a total of 48.25!:!.00() families. 

That means, l)av said, that 3(/r of 
Ihe families, or 17.320.000 families, 
have no Iv set. Day then jjoiuled out 
that the ARK-Politz set count of last 
year showed that !!9.6'"7 of non-t\ 
hoiues have one or more radio sets in 
working order. Thus. <>9.f)'7 of 17,- 
320.000 or 15.5()().0()0 families with 
radios only were available to radio 
advertisers. 

Hv this time, [he princijial ageu<'ies 
have been ac(|uaiuled with the general 
outline of what QKG will offer. The 
reaction has been \aried, ranging from 
broad enthusiasm to eye-brow rais- 
ing on the (|ue.-tion of nighttime radio 
audient es. Here are some ty pical state- 
ments made to QRC by agencies: 

" This looks like the future of radio." 

"Quality uuiy be the answer to the 
new buy ing pattern in ratlio.' 

"\ ou'\ e got lo jH ovc to us thai there 
I- an audience for nighttime radio." 

"My |)rol)lrni is to adjust advertis- 
ing expenditures market by market. If 
you <-an hel|) me figure out how I can 
buv Q)ualitv and su|)pleiuent it with 
da\time spot. I'll be interested. 

"Hevond th(» uuijor value of Qual- 
ity and its stations. I think your stv- 
ciul most iui|)ortanl |)()int is the ease 
of buying. I like the achanlage of 
buving through oiu; < eutral soun c." 

"My first reaction to Qualil\ was 
that 1 could buv the same markets at 
one of the big networks. I made a 
siudv of ibis and frankU. I was in- 
trigued with the J»os-il)ilit^ of eliiuluat- 
ing much du|)licatiou of (diort in clear- 
ing stations on a spot basis. ' 

"Will \ou be able to deliver cir<-u- 
latiou coni|)arable with other national 



organizations m ratho 
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"W hat is \oin' sour<'e of prograin- 
9'- ★ ★ * 



VIDEO TAPE 

(Continued jrom pa^e 43) 

3. "Signal fidelity, picture steadi- 
ness and freedom from noise ha\e been 
further iuij)roved. 

4. "The practi<-al test will disclose 
the s|iecifi<- form the apparatus should 
lake to make it suitable for tele\ isiou 
broadcast use. It will also provide the 
o|ij)orlunil\ to determine the best 
means for taking full advantage of its 
ability to jierform many of the func- 
tions which now recjuire the use of 
film." 

Precise dates are carefully guarded 
In RCA, but Dr. E. W. Eiigstrom, ex- 
ecutive v. p. heading u|j research and 
engineering, told SPONSOR that he ex- 
l)ecls the field testing to start this 
s|jring and be completed before fall. 
"Assuming fa\()ralde outcome of the 
field tests."' he said, "the industry 
might look forward to having commer- 
cial a|)pli(ation> available in 19.S0." 
This is the olTieial eonser\ative "view. 
1 here is reason to believe that RCA is 
shooting for some form of commercial 
(^|)eration by the beginning (jf lOof). 

ftiiif/ Crush}! Enterprises: Only a 
few minor problems remain in con- 
nection with Iv applications, according 
to Joseph Hinds. Eastern manager of 
the electronics division. The solutions 
ha\e already been found, and will be 
incor|jorate(l in the redesign of the 
experimental unit in Los Angeles. Re- 
|)ackaging. or circuit simplification for 
purjjoses of control and maintenance, 
must also be worked out for commer- 
cial use. While unwilling to set a spe- 
cific target dale, BCE contends it is 
ahead of RCA in developmental work 
and predicts it will not be beaten to 
market. B('E has already delivered a 
unit to Westinghouse. at a rumored 
price of SI 50.000. for use in conjunc- 
tion with the Air Forces. ."Spokesmen 
>av some $500,000 in contracts are ex- 
pected soon. 

BCIC actualK is working on two tape 
-vsleins. Ihe one sold lo WVsting- 
house is similar in princi|)le lo RCA s, 
and the compan\ considcMs it excellent 
as a militai) instrument. "Ihe other 
s\stein is spc( ifi<'all\ geared to tv. and 
follows design principles radi<'allv dif- 
ferent from those of RCA. ( I'or com- 
parison of the two systems see sl'ON- 
s(iH. 30 No\ ember l')53.l 

End of K-iii(>.v: The present kincscop- 
ing svstem may become obsolescent. 
Both RCA and BCE will aim their first 
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When \oii buy a market, you're en- 
titled to the complete market not just 
a eouplc of counties. That's why more 
major advertisers ehoose KOIN-TV. . . 
Portland, Oregon's only maximuni 
power station. 

Only KOI N- TV gives you the full 
35,000 square mile heart of the Paeifie 
Northwest ... 30 prosperous eounties 
of Oregon and Southern Washington. 
KOIN-TV has the highest tower — 
1,530 feet above average terrain — 
baeked by maximum power of 100,000 
watts on Channel 6. 

No other television station or eom- 
binalion of stations — in faet no other 
advertising buy in the area ean dupli- 
eale this eomplele sales eoverage. Write 
or phone for eomplcte availabilities. 
Or eontaet your nearest CBS Tele- 
vision Spot Sales ofhee. 



OREGON 



The BIG 

Mfe Six 
in the West! 



KOIN-TV 

PORTLAND^ OREGON CHANNELS 




Represented Nationally by CBS Television Spot Sales 
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ROMERO 
CAPTURES 
PITTSBURGH 
. . . 68 .9% 
OF THE 
AUDIENCE 

ARB rates Cesar Romero's new 
TV show, PASSPORT TO DANGER, 

a slightly phenomenal 43.3 in 
Pittsburgh. Share-of-audience: 
68.9%. And look at these other ARB* 
ratings and shares: 

Milwaukee-34. 3-64. 67c 
Cincinnati— 18.1 — 36.77c 
San Francisco— 15.1 — 75.59c 
Jacksonville— 37.0— 86.7 

Romero realty delivers the audience. 
Get him white he's "hot"! 

"Jan 1955 



CESAR ROMERO, starring In . . . 




SYNDICATION, INC. 

7 Wcil 66lh St , N Y. 
CHICAGO • ATLANIA . HOILYWOOP • DALLAS 



>ale> profiranij- at the kine market. Stej) 
number one for IvCA lie West 

{^oasl installation for ininiediate solu- 
tion of ])la\ l)a< k problems in connec- 
tion willi East Coast-orifiinaled shows. 

At the present time kineseojiinj; i> 
handled in t\\ o \va)s: I 1) The network 
films the Wve show from a monitor, 
then ships prinl^ to stations on the ad- 
vertisers lineup that cannot carr\ the 
show at the scheduled lime; these are 
pla\ed at later dates. (2) Stations 
across the country make "hot kines."' 
hbn recordinjis off the line that are 
sj)eetlil\ de\ eloped for pla\back within 
a few hours. 

Tape solves the ]>roblem readih . \o 
l^rocessing of an} kind is necessar\. 
\s with audio lape. the recortlinjr is 
read) for j)la\ back the moment the 
show is ()\ er. 'I hi> means that in man\ 
eases "prints ' neetl not be made at 
point of origination. ls.e\ network sta- 
tions in a few cities have hut to record 
off the cable and feed other stations in 
their time belts. TechnicalK. there- 
fore, there will be no reason whv a 
projiram cannot be aired in the same 
time slot across the counlr\ . 

W ith e(|uii)nient of all station- \ears 
hence, complete elimination of time 
chanjie headaches w ill be at haml. The 
individual station will be able to tape 
an\ >ho\\ for pla\back at an\ time, as 
is tlone no\v with audio taj)c. 

\etw()rks, too, ma) be able to tape 
all shows throughout the da\ for de- 
la) ed broadcast to the various time 
zones. In radio this \vas j)ioneered h\ 
WW, in an effort to j)re\ent the sched- 
ule havoc wrought b\ shifts from 
Standard to Da) light Sa\ ing Time ami 
vice-\ ersa. 

E(piipping a station will be no tri- 
fling matter. HClVs current e-limatc 
is about -SOO.OOO for an average black- 
and-white installation with a color 
unit to be added when desired. ]\C.\ 
is not rea(K to talk figures. 

Since tapes can be reused man) 
limes 1](]K ha- rciordcd 2.^ times on 
one slri|> with no c|ualit\ loss kine 
recording costs should be fairh low. 
\\C\ estimates that bla( k-and-wliitc re- 
cording shoidd run about 20' '( that of 
film, color about ^' '< of film, assmning 
that [he la|)e is used man) times. A 
half-hour show in color, using cpiarter- 
inch tape (1\(]A now uses half-in(h). 
is figured l)\ HCA at about S2().0(). A 
recent 1!C1", color recording was fig- 
ured at $2nm. 

II iff <«|»«' WoiiiiiKi**''.' Temptation 
will be strong to put all shows on tajjC. 



sa\ producers. i\eason is expected 
abilit\ to combine advantages of li\e 
j)erformance \\ith perfection of film: 

• Instant playback. \ ou can see 
\\hat \our scene looks like immediately 
after re\vinding tape. If satisfactor) , 
it is there. \ ou don t ha\ e to "print" 
it. If unsalisfa< tor) . ) ou can erase and 
reshoot at once. 

• Time pressure eliminated. Con- 
stant live show headache is control of 
program length to meet exacting net- 
work requirement>. W'ith completed 
taj)e on hand, director can sini]3l\ snip 
out j)ieces here and there if show is 
o\ er-long. 

• Synchronous track. Editing on the 
-pot becomes a simple matter because 
of perfect s) nchronization of track ami 
j)icture. l)ire< tor does not ha\ e to 
\vorr\ about thro\ving sound and im- 
age out of sync, need only manipulate 
a jjair of scissors. 

• Continuity of performance. Pro- 
ducers are excited b) prospect of cap- 
turing \vhole i^erformances on tape. 
Says CHS' Hob Milford: "The actor 
\\ill be able to carr) through his role 
as an integrated performance, as in 
li\e production. This should be a tre- 
mendous advantage which can onl\ ac- 
crue to the benefit of show qualit\."' 

• Live-tape combinations : I'se of 
recorded inserts in li\e tiramalic shows 
nui) be expected to increase. J'ilm in- 
serts are conmion now. Speed and 
econoni) of tape shooting will give j)ro- 
ducers freer hand to enrich live jiro- 
diietions with mo\ie-t)j)e sequences. 

• Schedule flexibility: With tape it 
is no longer ne<'essary to keep talent 
on hand {or entire production j)erio(l. 
If necessar\, \ on can record separate 
sections at different periods of time 
when j)erformers are a\ailal)le. Sinipl)' 
splicing se< tions togethei' will gi\e you 
a c()nq)lele show. \\ idcK \aried use of 
audio ta|)e suggests parallel apj)lica- 
tion in \ ideo. 

l/ivv .standards up. E\en shows 
which remain li\e are expected to im- 
j)ro\c. Herbert Hayard Swope. Jr., an 
exe( ntive producer at \HC who j)ro- 
duced the HC.\ color tape demonstra- 
tion -how. feels that tape will bring 
about "an incredible inq)r()\ement in 
standards for the jiid>lic. ' Reason: it 
allow > \()u to see and stud) the show 
before it goo on. In effect, sa\s Swojx^, 
taj)e "gi\cs the director another e)e. ' 

Auditions will be aflcNtcd. ABC- 
Prog. Prod. Mgr. (-harles Mortimer 
enthuses o\i'v tajx^s abilit) to permit 
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DASHING ? 




INDIANA 



OHIO 




This is WAVE-TVs (average ^ 
area, based an engineering ^ 
studies and mail respanse. 



KENTUCKY 



If you're rushing hither and yon, seeking the 
biggest TV audience in Kentucky and 
Southern Indiana, use your head — 
prop a telephone against it and... 

CALL YOUR REGIONAL DISTRIBUTORS ! 

Go ahead, talk with your jobber in 
Louisville . . . 

. . . then in Evansville (101 air miles) 
. . . then in Lexington (78 air miles) 

Ask each, "What TV stations do you and your 
neighbors prefer?" 

The calls will cost a few bucks, but you'll have the 
facts ... and you can relax again! 



WAVE-TV 




CHANNEL 



3 



LOUISVILLE 



FIRST IN KENTUCKY 
Affiliated with NBC, ABC, DUMONT 

[niTcI spot sales 

Exclusive Notional Representatives 
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an iiu rca-c in tlic miiiil)er of "on cani- 
era" auditions. >iinply hei aiiso of ca*e 
and time savings, as uell as low cost. 

Film i-ffsttf! tap*': <oim' fdiu ])roduc- 
ers have </\\ci\ little tliou<rlit to tape, 
some are skeptical about its al)ilit\- to 
< (jmpele witli fdm. but others, like Hi 
Brow II, maintain that tape's ixonoin\ 
and coinenieiH C make it fdiu's inevita- 
ble repla( enient. 

Tape s pioneers lea\ e no ({uestion of 
their final aim. "In its ultimately de- 
veloped state can replace any 
])liol()graphic motion pi<'ture method," 



declared B(JIC Chief Engineer John '1. 
Mullen a \ear and a half ago. And 
"electronic photography'" is how Sar- 
nofT describes the new recording tech- 
nique. 

Here are the ad\antages cited bv 
producers which gi\e tape the edge 
o\er film in the long run: 

1. A'o lah.s or processing. Biggest 
headache in filming, say producers, is 
waiting for labs to process and print. 
All this disappears with tape. Only 
post-production processing needed is 
dubbing of "prints." Instead of ■wait- 
ing ■week f*)r the finished ])roduct. you 



WICHITA* 
SURVEY 




•k "the Withtto Televijion Audience" — 

An ARB Metropoliton Areo Report, Jonuory 1955. 



KTVH Leads with ARB / 



7 OUT OF 10 

Leading Film Shows 

ARE ON KTVH 



7 OUT OF 10 

Leailing Network Shows 

ARE ON KTVH 



I'lilse Kcjiorl, Nov ciiibcr l()5t, niso 
Kivcs K lA'll cre(hl lor bcinij llie li';ul- 
iiifj IcIcN-isioi) slalioii in llie area with 
10 oiil of 10 lc;i(linj^ film shows, nnd 
10 out of 10 Ic.idin^; iiclvvork shows. 



rill' area Pulse and the AHH in \\'icln'la 
prove wlial \\'in(ly lias hcen saying 
"K IA'll (l(K's llic jol) in Wichita and 
]iri)vi(les a lionns area of M oilier iin- 
l)<)rlanl coniinnnilies. ' 



WINDY SAYS, "BUY KTVH AND COVER CENTRAL KANSAS ' 



VHF 240,000 WATTS 

KTVH, pioneer ilotion in rich 
Control Kon^os, ierves more 
thon 14 importont communities 
boiicJoi Wichtto. Moin office 
oncj stuefios tn Hutchinson; of- 
fice oncf slucfio in Wichito (Ho- 
tel lessen). Howorcf O, Peter- 
son, Goncrol Mono<jt'f. 



KTVH 

HUfCHINSON 



CHANNEL 
CBS BASIC - OUMONT 
Repreienled Nolionally 
by H-R Represenfafives, tnc 



12 



walk out of the studio with it. 

2. Instant "rushes." You don't have 
to wait for rushes to see what vou 
ha^\'e. Says the head of new jjrograni- 
iiig de.\elopments for a top 10 agency: 
"You have the jjeople there for retakes. 
^ ou don l liave to reschedule shooting, 
hoping that cast and crew will be avail- 
able ■when \ ou are and studio time is 
available." 

3. Editing ease. Film requires spe- 
cial editing techni({ues. involves skilled 
sjieciailisls. For the average produc- 
tion, say tape advocates, the director 
can do the job alone since e\ er) thing 
will lie on one piece of tape and svn- 
chronized. Herbert Ba\ard Swope, Jr. 
expects a trend toward greater use of 
li\'e t\- cutting te<:hni(jues. In a li\e 
show, the director selects shots ■while 
the program is on the air, cutting is 
"instantaneous." ^^y utilizing three tv 
cameras. sa\s Swojie, you ha\e what 
amounts to a live setup. You can cut 
via the control board as you tape the 
show, obtaining editing effects, along 
with board wipes, dissolves and fades 
without getting involved at all in film 
editing problems. 

Swope envisages the possibility of 
utilizing three tapes running simul- 
taneously, one fur each camera, plus a 
fourth recording the composite picture. 
In this even film-like editing techniques 
might then be employed to impro\ e the 
show, since unsatis factor v shots could 
be removed and replaced with others 
already recorded. 

Filmmakers, howe\ er, caution that 
sy nchronous tape limits editing to the 
simple operations. Film editing's great 
flexibility, they point out, stems from 
the use of separate sound track. 

5. Time savings. Total production 
time can be cut down to a day if nec- 
essary, perhaps hours. This is of espe- 
cial significance where commercials are 
concerned. '"Sometimes a client does 
not formulate his thinking exactly until 
late ill a i)rojec-t," reflects Lennen & 
Xewell v.p. and general manager Frank 
Barton, '"Or for some unavoidable rea- 
son he mnv change his mind after pro- 
duction has started. When \ ou ■work 
within the inflexible limits set by dates, 
any changes produce headaches. With 
tape it should be theoreticalK possible 
to work practically up to the last min- 
ute if need be." 

The real time savings results from 
the elimination of processing. No long- 
er will } ou ha\ e to wait as long for 
prints, opines Robert Wall, commer- 
cial manager of the r-tv department of 
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The maze — of details involved in ex^pert film processing presents no problem at Preci- 
sion. Skilled technicians, exclusive equipment, and expert research groups team up constantly 
to keep performance at the highest possible level Precision-processed film is recognized bij 
industry leaders— producers, directors, cameramen— as the finest in the field. 

Just one example of advanced film printing methods is the individual Printing Control Strip 
technique— available only at Precision. This Strip permits complete printing control ivithout 
notching or altering the original film in any way— and may be filed for later precise duplication. 

In everything there is one best ...in film processing, it's Precision. 
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P. BATOR J En^S, , INC 

R ' E E T (vj H W y O R '-^ 1' e N . Y 



A division of J. A. Maurer, Inc. 
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Hiii r\ B. CoIkmi. Oti the piojiraiii level, 
;ulds Tiaiii-film V Low riidalil, this may 
iiudKe >a\iii<i> of >(*\('ral weeks at a 
time. 

(). Over-all cro/io/nv. Hi I'lrown ex- 
pects to rut |u odiK tion eosts about 
.■>()''; . Other- are uiiw illiii<2; to estimate 
pr*H'isel\. hut there is iini\ersal e\pee- 
tation that costs will he lowered. These 
are the factor-: no lah ( osts: small raw 
stock costs, since tape can he re-useil 
and no work-prints are neetled; re- 
<hi< ed -tudio time as -hooting gets sini- 
pler. One producer estiinatos that since 
ta|)e re<()r(ling will re.send)le li\e pro- 



WHLI 



duction a fair eompari-on would he 
hctween doing a sljow on film and 
doing it live: ordiiiariK. he savs. this 
means ap|)roxiinatel\ 2')' r less e\])ense 
for li\ e l\ . 

(^iii'.vd'oiiiiic; ioi<«'.v; ,\o[ all think 
tape w ill deli\er as claimed. "I am not 
convinced that tape will change our 
operation markedU," sa\s 1)-F-S fdm 
commercial produt-er Hohert Johnson. 
For all its advantage;;, he maintaitis. 
tape is limited to what the t\ .s\stem 
can deli\ er. its con\enience and econ- 
omies disa|)pear the moment \ ou get 



"THE VOICE 
OF LONG ISLAND" 



^/le f^uise proved: 

ONE STATION - WHLI 
DOMINATES LISTENING 

... in the Major Long Island Market 



Latest 

"PULSE' 

Report 





Morning 


Afternoon 


WHLI 


23 


23 


Network "A" 


20 


21 


Network "B" 


9 


12 


Network "C" 


9 


7 


Ind. Station (N. Y. C.) 


7 


9 


Network "D" 


9 


6 


All Others 


15 


17 



One Station WHLI — ^ larger daytime audience 

in the Major Long Island Market than any network or inde- 
pendent station! 



A M 1100 
FM 98.3 



WHLI 



HEMPSTEAD 
lONG ISLAND. N. Y. 

Paul Codofsky, Pros 

Represented by Rombeau 




into higliK complex elTects. These still 
re(]uire pain.-^taking production terh- 
nicjues if to|) (]ualit\ is to he achie\ed. 

Mo\ie men question tape's ahility 
to handle certain opticals. Standard 
wipes, dissoKes. fades can l)e handled 
electronieallv, hut what about the in- 
NoKed su|)er-imposition. the special ef- 
fect requiring fi\e strips of fdm, ani- 
mation ? 

Motion Picture Stage? head. Charles 
\ etter, Jr. doesn't think that li\e te< li- 
ni(|ue< can e\ er gi\ e \ ou the |)re<-ision 
and polish of film. Aor do the nmcdi- 
\aunted savings in lah costs impress 
him, since, so far as connnercials are 
concerned. the\ seldt)ni exceed S150- 
200 for the average joh. he maintains. 

A j)ractical concern is \ oi< ed h\ 
Filmwright Productions president Max 
Glandhard. "Assuming that tape is the 
coming thing." he sa\.«. ''wlial (1o we 
do in the transition [leriod? Before all 
stations are ecjuipped. do \\c *lioot on 
film or tajje? Or do we shoot on both? 
Can we did) from one to the otherV 
\nd wliat do we do if some stations 
ha\e HC \ and others (^roshy equip- 
ment? '] he\ Use different principles of 
recording and run at dilTerent speeds, 
so the\ are ])robahly not compatible. ' 

Ihis raises a fjuestion that will l)e 
nmch in the fore in the year? ahead. 
Both HCA and HCE are going ahead 
w ith their inconq)atilile s\ stems. Sta- 
tions will ha\e to purchase one or the 
other. The eonipetiti\e battle will be 
keen. 

Problem of editing ta|)e was raised 
1)\ nian\ of those sur\e\e(l. HCF 
claims that it has ])erf<Hted editing 
efpiipmenl which allows \ on to look at 
e(pii\alent of a single frame at a time 
and listen to the s\ nehroni/ed sound. 

(Control of a future giant industry 
ma\ be at stake, \lthough BCF has no 
formal network adiliation as 1{(^A has 
with NBd it is reliabl\ reported that a 
ri\al network is lending it a eoopera- 
ti\(' hand, making costK facilities 
a\ailable for experimentation. 

rifiii or r«'<'or«Jiiif;".' Should taping 
l)e <-lassiried as movie making or as re- 
cortling? Is it in the ratcgor\ of fdm 
or tele\ision? Some predict fierce 
struggles betue(>n \ XHI'^r and I \'1S1-] 
for jurisdiction. \t the juesent time t\ 
( aineramen belong to N ABET. motion 
|)i<-ture ( ameramen to lA'lSI'... I be 
same problem exists with |)r()|)ert\ 
men and the like. \'aluable jobs are at 
stake, llou it will all turn out, no one 
knows todn\. * * * 
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SPONSOR 



How BIG 

You've Grown! 




You bet. Just six short years ago you couldn't have found a single television 
set in all of Northern California. Now, there are well over a million, with 
the number growing every day. 

Put it another way — more than 75% of all homes in Northern California 
are now enjoying television entertainment. And you can reach them all 
with one medium if you place your sales message on TV. 

Your first choice in Northern California is KRON-TV, which gives you 
the best and most complete coverage over the greatest area. 




AFFILIATED WITH THE S. F. CHRONICLE 
AND THE NBC-TV NETWORK ON CHANNEL 



4 




No. 3 in the series, "What Every Time Buyer Should Know About KRON-TV" 



Represenied Nationally by Free & Peters, Inc. 



21 MARCH 1955 
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NOW -A bay tkai} mjoiim Ame^l 



Negro Radio South delivers these markets: 



• Houston — KCOH 

• New Orleans — WMRY 

• Ft. Worth -Dallas -KNOK 

(Formerly KWBC) 



Negro Radio South brings you: 

• A COMBINED NEGRO POPULATION OF 1,200,620 

• A COMBINED TOTAL POPULATION OF 5,469,194 

• A COMBINED BUYING POWER OF $8,417,698,000 




Represented Nationally by.- 
Gill-Perna, Inc. 

Lee F. O'Connell for West Coast 



(Sourcei: U. S, Deportment of Commerce 1950 
Ccrtfut ortd 1954 Survey of Buying Power.) 



OK 
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1 gji 1 1 i me -2.1 Mar ch 1 9 S 5 
SUNDAY 




**fna exptatinilortjilo help you use this chart 

^ ' b>irri-^"7 ■■•n? n«imli(lnn| bi Iht elleriL All omu wirklj unJcu 
fU Lfc, 1,^1 . »™i'lhfl>o»rJ |,n.|tiai »n 11*1*4 nn llooiliv). 

'"'^f."*.",!^' f*"***: Clue. ClMlnntll: It, DcU. l>itraU: H, HoUnrooa; 

... . UlrtuDonO: M L. au Louli. 



Sponsors llslcd ttlithabetically tcUh agency and time on air 



^llnriDolli 
i,*"l>(VI«l|'ort5; 



iLariMii; m. mldnlibl; D. nooul Dt, pruOucIa: r. rrpitr 
■ ; T. iKBtitlboJ: TUA. lu b* 
n NYC: K, (ImulniL 
: (lauoi fur D PFfrtiami -erMly, M. \V, J": K.lUl.O >m: 3-8Q-IJ pm: 

I ■'"*• *■-)' v-ia (u: ■[KH1IDII. oiiHi Uui. piiOtt, \'r\ittt A. I'tctbi: 

n..^ P^K'". lIuMilm: tf»lfl. JWT: lUrkirnoJ A Co. I'irU 

'»T: llui4j(l at Omiii*, IIm<|| ti JuvOi. % In. tlmulcul rial'. tUOO. 

T.'ui'*' il""!"'" W-Tn loao-ilJo ii»r iinii* Fnjiy 



m. mldnlibl; i 

mlUuiMl^L. II 



jtila euly. 



■ 'ff'a "ui'Tf^^u ^^'iihlniW*. IH •lil|/>nj llie. Multl.MMM«* PUni 



Adolph'i. £rwln. \Vu(y- Ciii. tU r lOllt-ll tm 
Air> Mlylltvir Tnntit, SIdtntr & V*D Hlptr: 
AilC. Tu-r } U-« pm: BlU-B Dm; 0:^S-ia 
Ar*IU FUtmin. F*Ui(r: ADC, U.F 1010. It pm 
Alll(-Ch*lin(r«. D. 8. Clillnt: SDC, 8it 11-12.30 
Ain*n!f n«lrl«.. Miurr, U* * MttihtU: CBS, Tu 
Amrr. 0*lry. Cuwtall. Mllbun: NBC. Th t'iO- 



1? -.. 

It pm: Mn9. M. \V, T IdQ.lft PM 
Am«r. on CD.. Js«. Km: CBS. il F I li t pm 
Ain*r. 3(lity nuor. UiCiOB- luiEKiiia: ABC. ill 

Hun B-OJa pm 
Amtt. T»M>i*. BBDO: CBS, Bjn T TSO nm;CB3, 

\V-F ii-13-ltO Dm'. S'nC. W O:.1O.10 Pm 
AnhiBHr.Suwh. O'Atn ABC, M-f I.SO-IS pm 
Animal rjln.. Unir k CMluc CDS. Sil 10:30- 



II U.lto; II riyi t* t* Mtnitd. U V t:lt. 
tub lUtu bu l» ncmlouti •i(JlttiUltl>* • 
-. -jj DO* gr iDUi* DiAlr. ■ »*vk cf Ui* U*j1 
c4 ilM HM.itim* HI u-'i a«j. Cjjii D<r pari liJPii Ion; Tlbbu 
tljna: P%y, 1. pt Marrlta. ILOU. 4meD« trocuar) 
Ml. BAB, HbiIduI Saltt. B*K. Ctrur Prodi., Biwa 
a* PjEuUduMl UI pluiod CO UiU pnriiui. 



A UrDooalil'. CBS. U-T 



lb ■ 

Armaul, narul. Quri 

U'll.tt: 3-1. It 

AHtmPlloi •* Can, W. P. BuuiillI ABO, Bud 

10:30' II p> 

Sankm Lira 4 Cuualr^. Craol. Brliwcock & 
lltkft: AilC. Bua 10'ja:lt »m.- MBS. alt T 
rjO-lt pm 
Siyuk. irArcr: ABC. Sun « 0:11 pm 
iail T*l«lh**i, Ari/. N-BO. U B-BJO pa 



B*lt»n*. OIKd & nracmct: ABC, Hun 9 It'SO pm; 

StflH, ilL T 7a0-« d:ti 
Slllf Onliajn. W, r BuiDilii ABC, Sua •'.lO'lpm 
(>.i»..n-* dm, Hv.^- Miip V nn- 
etlilal.Myn DCaS: CDB. F trarti am- U. W 

all r lojO'lS in 
atown ^ Wrnan. BiIh: N^Br, W. Dm 
Burlan-Olil*. WmIiI A iMne.. lltm, W. F 

}:<1.SS pm 

C«mpan* Salii Co., WiHirv. P>m-nanl>' CHK. 

J^l'^in.jl^K'ao im (all iltni: Sun l:J0.0 |-ib: 
Carnilltn, ^In. Wa-oy ABC, K T I0:IS.I1 pm 
Cvtu Pfrti., Tt*iM- anC. M. Til. r t-a lt pa 

■ It H»«; CBS, W T;I1-JD pn 
CBS. CaluMblt. Bim: CUX, Sun T:30-S pm 
CliLvraiti Matort, Ciinpball tnud'. CDt. -Hel UO- 

3! pm' 3.1-Oj pinj I ii-i i,m: ?aa a-l«.lu 

111: l-l:ns pm: E.lO-ai pm: .^'.BS'O vm: 

. o-w-m pm 
Chrlitlu Dt. Manlta. Walton. Dutl*r«ald: ARC, 

Tu 0.-ai-]D (im 
Oiurth si Chtitl. lltrtm & Co.; «T1C, I. ISO 



CMai FiihirlH, Ltui Baitr: NBC. U. F 

0:50-13 DIP 
Cwa Calt. O Any: UBft. T, TTi l:IJ-l pm 
ColyaU.Palra.-pMl, UU; NBC, U-S" H'll:** 



Canialldnteil Ch*ii1Iu. F^iuk D. UuEBUi: CUB, 

M 0:lt'30 pm 
CantlMnbl Bk«.. Bitaal CBS. U T llJO.iS ta 

Ci*«r«-d. Cubd: ^BC. Quo 6-5:30 pm 

CrMll Union, IWT. USU, Tu l.tt-10 pm; SuD 
I GB-S pm 



ll-ll:lt 

Otlia Prodi, C-E. CBS. il f t:*i l pm 
□ »B>ta Mator. DIIDO: NTIC, W 0-0:Sn pm 
Oorikln Plodi., Ony .SDC. U F lD:Ot-li im 
Eaio Blanlinl Gil, .tlDtichalk t: FreU: Uil9, M-F 
e D 0» pm 

Oodga. Ilranl; KBC, Th Lt^SO pm MDB, U.F 
H. -30 put 

ciraalana, H>tanay & Jimai: ADC, M IJO-0 pm 
^lorlDa Cilrui CammlMlon. iWT: HPS. M.K II. 

^1 I'l im: M. U' X-R in pm<llulll.Mat<itcl 
OinanI r»o«i. nao. •jBB. M.F l'J-II:ia Dm: 3- 

3 i:; pm: rcA-n. tii». .m-P i-*-tft Dm: bud 

S.U « am; T4n- CtlS. t-ic MIE.g ,-'u; BftH: 

sue, Th S 0 Dni; Y.VH: NUC, il-P 10. f"-" 

■ m: CHS, W B H.JO Dm 
Ocncral miIIi. D-T-S: Ant,-. M. V 1.S0.SS 

pm; t-£V3i pml I«10-Vt Dm: Km-Haani. 

AHn, M W.r lO'M. <« ira 
Oansra) Milan, Kudnf i : NDC, M l-*:tB Dm 
rrlfldalra, rC-AB; OBB^ IM. Tb. all F 10:SO. 

It am 



Gan. Tin &. Rubber, 
GlUelli. 



Hill Stat, FCftD: CBS. Sun «:SO-f pm 
H»*l|an PIniappla, N W Afti: Caf P "'SO 



whiu iii.: ABC,, 



1^ OiniD e' lliy 
Cillftlli Ca., L«a lliirntll: dtfl. Tu. Tli 3:in-3U 
nni: CDH. il, \\, III F 10:19-11 am; ims. 
M. W. F flJO-OB pm 
Ctalt faodi C«u J. Walirr Thnmninnt CHS. Hun 
O-IO Dm; M119. It-r I0-30-3.S am: 11:U.30 

■■ -~ pm; 1J3-30 pm: a:5i-n pm 

n Contr: tlBH, T. ID 11:30. 4B 



; 11 rt-? 



. Ltamlnt. Rm\t 



r Urn., Mri.ann LrK-tWi: CUR. 

IT 11-11 :iA tm-. run i\ w. m 3 

a Htna. HARi CUH, T,W.F tD.| 



Llagitl & Mviti icnaltartlildl. CuMlB|hin * 
Wal.b: NUr, Tu »:Rn.o pm; C»S. Bil I' 
it:S0 pm: Sat ll:30'l pm 
Thai. J Lilian. YAS. CDH. Ueo «:10.* pa 
L»nAlDii.Wlttnauai, T. A. Uinnfti: CDB. 9un 
11-13:0.1 pm: 4.1:0S pm; t-a:OS pm: Sal 10. 
loot am: lO-U-ll im: Ifn. 12.01 pm; KI F 
1:30. IS pm; Sun 1-1:80 pm 
p. LoriHard. LAN". MB9, Ht-F ll:*3.ia li ; CBS, 



e.30 t 



I L*a«ua. Ootbim: UBS, 8uD 



Lutharin Layman'a 
1:30-1 pm 

Manhattan Smp (SvMtMtrt). Srtiilda'it. Buk * 

Wtinir: N7<C, M-F I It. 3 om 
Ma/i. Int., numill; NDC, Tu B-3:S0 pm 
MolrapMllan Llll, TAKt CBS. St.F ^-0:18 pm 
Mllot L*b«mlorlii. naoffrty WiJ»; NTIC. Tu W, 

F 1 4t-i pm: M P J-30-iS pm: ii-F I0;45- 



11 I 

Minor Btevl 



, Mithlii 



MInnrielK Mining L Ml). 

all F 10:lt. 11 im 

Muilntala. Krkiln Witr^: 

C-niln naoii 



: Sins. M. W. F 9.33- 
BDDO CBS. II. W, 



ABC. Ctl & Sun, 14 



iulull dI Omaha, Bnall * lacobi: UBB, 8uQ 
tl:M-4 pm 

Ivtlnoit 4 Caualbitry. (NuulllU^, Dan H 
Mln»: Knc. Kim K-ffl.tl nm | 



O'Cida/, TUiDti: A8C. M. W. F l-IO im 
Piarian Pfeatm., Dltccl: MB^. M V 3-S.30 pm 

I Co., nardncr: CB9, U-F 10:10:13 am 



nil d 



Pha/maio, DCfS: NBC. U-F «:SO-lB pm (alt 

limit ; llfld T, Tb 3-3'l3 pm 
Phllia Corp., QuIHilDi. ItUn. »il ll'SO'tS am 
Philip Morrli & Co., Hlon, Diirn A TolEi>- CDS. 
Kun B-JO 0 pm; W. m F 7-21-SO pia 

CBS. U-Th 330-15 

Pr«tar & Oambli. B&B : Ctompm. D-K-B. TAB: 
CB!4. i\ r ll.lt-i; or pn: l.lt SO pm: 
9,lt.| Dm lall dani: N'BC. M-F 3:30'l:lt 
pm: BIM.- NBC. It-F 1-3:30 Dm 
Q Tlpi Oumblonar' NSC. ii, T 10-10:03 im 
Radiv Bibli Clau, Btaaiey O Beniin: UBB. 

Sua tO-10 30 am 
Radis Churih *f Oad. UtiDtlniluo Pirmil**'. ABC, 

Butt 1140-1 pm 
Rin Cau«h Ortpi. Nyburj; NUC, T, Til t:<S'*pm 
R.a. Raynaldi Tab.. Rit>; Mf\f, M F LI-SO pm 
lUulll-Mattira plan); NBC. 9al 0:30. 10 Om: 
UUS. Buii-V* -.3 mtii nllet Oin;i ul Unj 



phodli Pharm, Prlncli-OotlDtU: N'BC. U, W. T 
3.3:03 pm 

Staraan Staa n'alDUiub: ABC T, Th 10:lt.1S an 
Skilly Dll. Brnrl. Burn A kfcDwald: N'BC, U- 

Sla>p. Eji C«., Blrbblni: CBS. Bil tO;fO-SS am 
A. E. SlilCf tllg., Mulhiiurr A ILrin: CBB. M-F | 

IO-lt-SU am lall ilari) 
Slar.KUl rdi.. abndci 4 Dtrii'. NBC, W 10- 

10:03 im 

etcrling Orvg. D FS- ABC, U-F lO-lOJt am.' 

NUC. It. W F i-l.-i-tB Dm 
Sun Dll C«., R,\n: MIC. M 7 d I3.T DO 
Bwlll 4 C«., JWT: ABC, U F 0-10 im 
Tabli Pradi.. n<Kler. UKieilch «i Bfiwd: ABC. I 

■III IP-IOAO IID 

TInm, Rlorm & Kloln: .\ViC. M. W, F 1-15. ja 

TanI Ca. IVglii j, Oallcr: Lm BumcM : ABC, Tu. 

Tti 0. 10 an: CUi. il. W. F I40-*5 pm: Tu, 

Th. 10-15-11 am: !<un 730-13 pm; W, F 0:^. 

SO Dm; NBC. U. Tb }:<3-l pm 
Valia al Praphxt. n'riicra: ABC, BoP •:«0. I* * 

•m: 31119. Bub 10'3»-I1 am 
Whilihall Pharm. Ittt alia «mir. Bama Prodi. I, 

CUS. T 0 It. so pm 
Wm. Writlay Jr. Ca., DAB: CBS. Sub I'* J* p< 

A. tlalirboll: CBt, W O.IJO pm 



GOING PLACES? ... Then include KSL 
Radio and the Salt Lake Market, where over a 
million spend more than a billion. 
Fact is, the million and a quarter people \vho live 
in this Mountain West Market annually spend 
enough to top such cities as Washington, D.C., 
San Francisco, Boston and Baltimore in retail 
sales. 

And only KSL Radio covers this market com- 
pletely. 

CBS Radio Spot Sales have the full KSL story: 
market, coverage, costs, audience and ratings. 



KSL 



Radio , . . Salt Lake City, Utah 



'Sources on rc(jucst_. 



i 





ZO top pulse 
'««ed programs 



CBS for CENTRAL OHIO 



^^^TTTS JOHN BIAIR 

Mradio 

COLUMBUS, Of)lO 




IN INLAND CALIFORNIA (and western nevada) 




-RADIO 



DELIVERS MORE 
FOR THE MONEY 





KOH/O RENO 

I2K O SACRAMENTO 

KWG O STOCKTON 

^ \ 
KMJ O FRESNO 

) \ 
KERN ^ BAKERSFIELD 




These five inland radio stations, purchased as a unit, 
give you more listeners than any competitive com- 
bination of local stations . . . and in Inland California 
more listeners than the 2 leading San Francisco 
stations and the 3 leading Los Angeles stations com- 
bined . . . and at the lowest cost per thousand! 
(SAMS and SR&D) 

In this independent inland area — separated from 
the Coast by mountains — the Beeline taps a net 
effective buying income of nearly $4 billion. (Sales 
Management's 1954 Copyrighted Survey) 

21 MARCH 1955 



AA^' CLATCHY 
B-R O AO CASTI N G 
COM'PA Niy 

SACRAMENTO, CALIFORNIA 
Paul H. Raymer Co., Notional Re p r ese n t o t i v e 
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SCHWEPPES 

\(.ontinued from page 33) 

\\a> how to CDiu inrc okl ;iiul new ciis- 
toiners tluil the (jiiality of Sliwcppes 
j)r<)tluct- was unchangetl despite a 
clian're in label and a reduction in 
price then j)ossil)le fr(»m 45c to S()<; 
a bottle for the Quinine Water down to 
U5c a bottle for the domestic product. 

In conferences between \l Steele, 
president of l^e[)>i-Cola, which has the 
franchise for the American market, 
and Da\ id 0<iil\ y, president of Ogil' 



V), Henson & Mather, it was decided 
to j)resenl tlie jacts in a straightfor- 
ward and interesting manner. 

Hie basic stoiy was that tlie same 
secret "elixir," or concentrate, for the 
Quinine Water would now ])e shipped 
over from Kngland and the S<-liwep- 
per\ escence added here when it was 
bottled. How to explain the price re- 
duction for the domestic produ(4? The 
initial print and radio c<)|)y told it 



straight : 



"And now that Schwepj)es lia\ e giv- 
en up the extra\ agant practice of trans- 




HIGHEST 
POWERED STATION 
on the CBS Network' 



SOON 1,000,000 WAITS ... to bette r cover the 
all UHP' Scranton, Wilkes- Barrc, Hazlcton 
area, the nation's 28th market . 

BEIJER PROGRAMMING ...aU of the top CBS 

shows are on WGBI-TV. 

LARGER AL/D/ENCfS... Pulse reports a steady 
gain in share of audience.. ..shows WGBI- 
TV with the largest number of viewers for 
any one time period of any station in the 



area.'^ '" '• 

MORE POWER . . . Ratings are up... but costs arc 
still low. Now is the time to buy WGBI-TV. 
Establish your TV franchise; in the all UHF 
Northeastern Pennsylvania market. 

* CP gronted Fcbruory 1955 
** '54 Sales Monogcmcnt — totol of two mclropoliton city oroos 
Nov. TclcpuKo rcporl 



7\ilk to your 

BLAIR-rV 
man today 



j)ortijig heavy bottles across 3.000 
miles of Atlantic Ocean. \ou can buy 
their Quinine Water for little more 
than ordinary mixes at your fa\ orite 
retail store." 

In seeking a dramatic illustration for 
the stor\- told by the first ads and ra- 
dio commercial-, it was again decided 
to give the facts. This was the way 
Commander Whitehead came into the 
picture, reluctantly as far as the in- 
jection of his personality into the cam- 
paign as it^ chief character was con- 
cerned. 

The Commander, head of the 
^ch\\eppes international export oper- 
ation, bad in fact come to the United 
Slates to work with the Scliweppes and 
I'epsi-Cola executives and chemists to 
see that, as the copy said, '•e\ cr\- drop 
of Scliweppes Quinine Water bottled 
here has the original flavor which has 
made it the essential mixed for an 
auilienlic Cin-and-Tonic all o\er the 
world." 

Commander Wliitcliead was per- 
suaded to pose getting off a BOAC 
plane. The headline in the print copy 
and the main theme of the first radio 
cop\ was ""The man from Scliweppes 
arrives! ' Thus was the now- famous 
Scliweppes campaign born. 

The campaign was an immediate 
success. Consumer d e ni a n d for 
Scliweppes Quinine Water was com- 
municated (piickly by retailers whose 
customers asked for it. Distribution 
and sales increased rajiidlv. 

It also became apparent quickly that 
the distinguished figure of Comniand- 
er Whitehead with his beard had 
caught the public fancy. He was per- 
suaded to pose for a whole serie.- of 
ads. 

The reaction to the radio commer- 
cials was similar and equally marked. 

Since then two other companion 
products. Scliweppes Ginger Ale and 
Scliweppes Club Soda. lia\e been in- 
troduced. According to Pepsi reports, 
the qualit) and aristocracy connota- 
tions of the Quinine Water campaign 
are automatically being associated with 
the newer products. 

\\ bile the Quinine Water at present 
(Mijoys peak sales in the summertime 
in the iiiowing (nn-and-Toiiic market, 
the eiitr\ of Ginger Ale and Club Soda 
gi\es bottlers a year-'rouiid business. 

The same basic format for jirint and 
radio is being exteiideil to the ad\er- 
tisins for Giufier Ale and Club Soda. 
This also means that Schweppes radio 
schedules will tend to spread out o\er 



90 



SPONSOR 



sum 

station! 




What do you lock for when you buy Chicago 
radio? You bc>^in, naturally, with blanket 
cos'eraRe and strong rating story. 
WMAQ's kind of coveraKO and ratin^-^. 

But thon you look for the ucldcd values - the 
special indi\ndual ways in which a station 
can do a bi^jjrer job for ad\-ertisers. And WMAQ 
f^ives advertisers a Ki"efter sum of extra values 
than any other radio station in Chicago: 

• More than 40 important awards during the 
past five years alone — vivid evidence of 
WMAQ's pre-eminent position in broadcasting 
and advertising. 

• Program personalities of proven audience 
appeal in every category of popular 
programming. 

• A first team of crack news reporters whose 
names are household words far beyond 
their own Middle West. 

• A proud record of long-time sponsors who 
have been successfully .selling their goods 
and services on wmaq for as long as 19 years. 

• A 80-year record of service to public and 
advertisers — the longest-established 
Chicago station, 

• Finally, a management whose keynote is: 

THE PAY-OFF IS AT 
THE POINT OF SALE 

And the application: 

tlie most complete and active uierchandising 
service in all Cliicugo radio, featuring tlie 
spectacular "Chain Liglitiiing"* plan. 
By any accounting, wmaq's sum of added 
value.<; means money-in-the-bank for every 
WMAQ advertiser. 



WMA 



m.m) WATTS CLEAR CHANNEl 




RADIO IN CHICAGO 

a service of 

REPRESENTED BY NBC SPOT SALES 



*A service mark of NBC 




WREX-TV 

ROCKFORD'ILLINOIS 

channel 



represented by 
H-R TELEVISION. INC. 



tli(> \ oar ratlier tlian be concentrated 
()nl\ during the hot weatlier. 

At the liepinning of tlie campaign 
two \ear> agr). e\cr\l)od\ concerned 
tlionght it \\a- an excellent campaign. 
Vow liad am idea of the extent to 
wliich it would penetrate and build 
(^onnnauder Whitehead (piickly into a 
n'lebrits. Two \ears ago he wa* a di — 
liiiguii'lied looking man with a beard. 

Today he cannot go for a walk in 
tli(! street, into a restaurant, an air- 
line or railroad station without being 
recr)gnized. Peojile coinc over to liiin. 
shake hands and greet him cordially 
as though he were an old friend: nian\ 
of iheni sa\. "How do yon do. Mr. 
Scliwe]i]ies. l'\e seen you in the ad- 
vertising and on radio and television. 
Yoi\ cerlainK ha\e the nio.-l di.*lin- 
guished beard. And I am one of your 
best Sehwep])es customers!" 

Man), especially the younger set, be- 
seigo him for autographs. All of this 
takes extra lime and energy from the 
busy Schweppes executive w ho also has 
(he title of President of Schweppes 
(ISA) Ltd. 

W hitehead a])])ears to hav e (nery at- 
Iribute of th(> exjiloitable j)ersonalitv. 
ShortI) after the advertising cam]iaign 
got under way, he rec-eived numerous 
invitations to be a guest on television 
and radio shows, including Hob Hope's 
show among many others. Life has 
devoted a picture slor\ to biin. In the 
])ast lo months he has ajipeared on at 
least 60 radio and television shows and 
has been w ritten up by colunmists and 
in feature newspaper stories. 

bast fall when Conunander White- 
head was in cel(d)rity-filled Hollywood, 
stars of the slalure of Gar) Cooper 
asked for his aulogra]ih. One com- 
menled: "'^ ou are undoubtedly the 
niosl famous Knglishman in \meri( a." 

On r<Mfio: Commander W hitehead's 
elegant radio manner stands at \ari- 
auee with frecpient practice in the me- 
dium, 'idle Ogiivy, Benson and Mather 
agcne\ rejects the cherished view that 
\ou'\e got to "ro<'k "em and sock 'em.'' 
prebMS lo treat its radio audience as 
adult human beings. Here are the 
higb])oinls of the radio a])proach us- 
ing connnercials performed b\ (^)m- 
inander W hileliead as outlined by \'.]). 
Howard (Council, who heads up radio 
and 

I. MosI manufa<'lurers are too stuf- 
f\. Ireal the product out of all propor- 
tirm to ils actual imi)oitanC(; in life of 
(he consumer. Too main coniinereials 



tend to talk about the item as though 
it "represents the sef:ond coming of 
Christ." Schweppes connnercials. on 
the other band, start from the prennse 
that it is only a drink that is involved, 
nothing really vital. 

2. People are grateful for the "soft" 
ap])roach. The "Get it today!" shout 
of too main commercials is ridiculous. 
S<-liwe]i]ies e\ en suggests you don t 
liurrv. that the product will be there 
when )ou are good and ready. 

3. British diction is a great atten- 
tion-getter. You are likely to stay with 
the commercial simply lo find oul w hat 
it's all about. "The listener has to 
make an effort lo understand ihe mes- 
sage. There is a lively listener col- 
laboralion. As a result, he gels the 
message, and. we hope, remembers it. ' 

4. Wnce and manner happily com- 
bine to 'suggest ihe aristocratic charac- 
ter of the drink, which is ])reci.sely 
wlial the cf)nipan) is after. 

5. The Commander's radio person- 
ality does not clash with the image on 
the printed ]iage. seems rather to e\ oke 
a similar image in the listener. 

True, the beard does nr)t sur\ i\ e the 
shift to the kilocycdes. At the begin- 
ning, air-copy did refer lo it, but ref- 
erences declined in importance after it 
was noted lhal llie radio i)ersonality 
was getting across e\en in those areas 
where visual rejiresentalions were few. 

What of the problem of understand- 
ing the Britisher? Are there not many 
listeners who might find his urbanity 
and vocabulary merely perplexing? 
Yes, sa\s Council —but it doesn t mat- 
ter at all. 

The reason : the average listener is 
intrigued. He may not understand 
e\cr\ word said, but he does carry 
away a feeling of class about the ]3rod- 
ucl. This is what is important, Con- 
uell feels, even if the listener can*! give 
\ on a "playba< k." 

Whitehead's elTr^ tiveiiess arises basi- 
calK from his abilitx lo make an im- 
pression far stronger than that of the 
usual selling voice. "You are either a 
fan of his. or you hale liim. In cither 
case, he has made an iiii]iressioii on 
) ou. " 

For this reason, goes the argument, 
\ou arc almo'^t forced to listen. Most 
lisleiKMs like him. 

V.ssvuvo of .viio/»-(i|iju'af: The 

Scliwep])es ad approach stems from a 
])()])ular conviction that a jirimary 
Aiiierieaii ambition is to clinih the so- 
cial ladder. "Inhereul in all of us," 
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"A new station for HPL!" 

March 14; WGAU, CBS Radio's oO,000-watt affiliate in Cleveland 
(the nation's ninth market in total retail sales) becomes the 
14th major-market station to carry "the most sales-effective 
participating program in all broadcasting." This coupling of lIPL 
with WGAR is an especially happy one for advertisers because 
it combines the tremendous pulling power of Cleveland's foremost 
radio station (WGAR has Cleveland's biggest average share of 
audience) and a complete HPL program service that gets 
results every time ... everywhere it sells! Now you can buy HPL 
participations on any one, any combination, or all of 14 of 
the )iatio7i's biggest stations. See about your reservations now. 




THE HOUSEWIVES' 
PROTECTIVE LEAGUE 

jISS Madison Avamia, Naw Vorfe 

PLaza 1.2345 
Columbia Squara, Los Ansalas 

Hollywood 9-1212 



WGAR Is represented by 
Henry I. Christal Company. 

HPL on all other 
s tations Is represejited by 



COVER 

NORTH 
CAROLINA'S 

Rich.Growmg 



""GOLDEN 
TRIANGLE" 




with 



WSJS 



TELEVISION 

CHANNEL 12 



a 24-counl-y market with 
Population of 1,303,700 

(Sales Management 1954 
Survey of Buying Power) 

NOW SHOWING!-All NBC COLOR SHOWS 




Interconnected 
Television Affiliate 



National Representative; 

The Headley-Reed Company 



I sa\s a, c Kiaiik Jolmsoii. "is the dc- 
>ii(' for splf-iiiiprovcment." 

'■\\ lio i> \\illi(jut some dejiree of in- 
feriority roinplex?" lip asks. Most of 
lis want tlu' approval (;f ollu'rs. want to 
fcol we are doijig tlie riglit thing/" 

In llic Schweppe-s campaign tlicse 
I views find concfMitrated exjiression. 
Where other companies also try to sell 
the idea of cpialit) through association 
with places and |)ersons of wealth, 
S( hw('|)|)e.- takes the tet lniicjue a step 
furllier l)\ tiying to dri\e home the 
idea of ririslncrarx. It is done hv sug- 
ge-sting that "(jualily |jers(jns" use it 
hahitnallv. that it is therefore a good 
jirodiK't, socially acceptable, and smart 
for ) oil to iinilat(; tliem. The efTort, 
in a sense, is to in< rease usage h) 
spreading it jroiii the top down. 

Whiteheads air personality fits the 
pattern |)erfc< tly, says Johnson, since 
il apj)ears that the English voice car- 
ries with il an element of social status. 
W'c tend, he feels, to associate the I?rit- 
ish accent with the aristocratic. 

(>op\ writer Hcva Fine, who does 
hotli print and radio, under supervi- 
sion of c()|)y chief Judson Irish, delib- 
erately aims to achieve the elegant 
tone. "1 aim for an aristocratic feel- 
ing, of class, high fashion, try to cap- 
lure the distinctive and distinguished." 

The "'class" approach lends itself in 
lliis case to wit and lightness, and is 
based. Miss Fine j)oints out. on the 
personallly of the ("ommander. It is 
j bis own charm, intelligence and sense 
I of humor, which are leflected in the 
co|)y, she feels, since the copy only at- 
tempts to ca|)lnre the (iominander's 
most attractive features. 

I'irst ladio aimonncemcnts. how- 
ever, plau'd down the lightness and 
humor, were in fact fairly straight. 
The impiession was sinn'lar to what 
might be expected from actor George 
Saiideis delivering a wine t onunercial. 
J{casoii foi the straight pit< h was the 
newness of llie personalilv. Li>leneis. 
I il was fell, had lo be exposed to the 
(ionnnaiidei long enough lo get to 
know him as a |)ersoiialilv. ()n<e the 
simple! |)roblem of identifu ation is 
licked, llie agencv feels, \oii begin io 
benefil froui llie trickier aniKniiu'e- 
menls. 

Hadio amHuineenients are partially 
adaplalinus of |)iiiil cop\ and origlinl 
( realious for llie aural medinin. Soon- 
er or lalcr most of the jninl silnalions 
arc (Iramati/.cd. One of llie most popu- 
lar involves a barber with a I'^iench 
accent : 



Barher: Commander W'liitcjhead . . . 

you sent for ine? 
Commander: Monsieur Charles! You 
are a prince among harbcr.s to 
come to my suite. 
Barber: But the famous beard must 
be triiiiiiH'd . . . and the man from 
SCJIWFJ^J'ES is a busy man. 
Commander: Bus\ intro(lu<'ing an 

emperor to America. 
Barher: An emperor? 
Commander: 1 refer, to the eni|)cror 
of all the ginger ales ... I tell 
you. Charles, it is sim|3l\ . . . how 
shall I say it? 
Charles: Ruovant? 
Coinmandcr: Oh, buoyant! 
Charles: And dry? 
Commander: Oh, \er\ dry! 
(vharles: it sparkles, ii"est-ce pas? 
Conimandcr: Tlie >chwe|)|3erves- 
ceiice. yes. that lasts the whole 
drink through. The |)ure ginger 
esseiK'c is imported from Eng- 
land . . . gives it that true ginger-y 
flavor which children and grown 
ups adore. 
(>liarles: J am jsersuaded, (etc.) 
Other current ad situations find the 
Commander chatting with a cabbie, 
being interviewed by a rejjorter, talk- 
ing lo members of the audience on the 
telephone. Aristocrat and commoner. 

How long the Commander can con- 
tinue to expound on the airwaves is 
open to t|uesti()n. ""'inhere is a magic 
ill his voice," worries Howard Connell. 
"hut that magic may be |)erishable. ' 
The problem: How long can a iio\el 
device he used before it wears out its 
welcome? 

Till now, there has licen no serious 
concern, since Schweppes is still in the 
market dev elopnicnt stage of its Amer- 
ican ex|)erieiKC. The problem has been 
more how to get a footing in specific 
markets than how to hold tlieiii. 

A big miknown is tv. 1 he addition 
of sight and movement, the agency ])e- 
lieves. will mean a tremendous boost 
for the po])ularit\ of the bearded 
W hitehead, espe< ially bcK-ause he is a 
"natural"' |)ei former. But thinking has 
not clarified vet on the exact nature of 
the commercials. W liclhcr it will be 
possible merelv to duplicate existing 
radio or maga/.inc <'()n( epts, or wliclli- 
er enliicK new direclioiis will have to 
he cx|)lore(l no mie is rcadv to snv as 
vet. 

I here seems to be agreement onlv 
that tv will olfcr new opportunities to 
build Scli\\c|)|)es into a major soft 
drink house. 
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YOU MIGHT BROAD JV31P 26' 

BUT • • • YOU NEED WKZO RADIO 

TO COVER GROUND 
IN WESTERN MICHIGAN! 

If you "look before you leap" in )our Western Michigan 
time-buying, you'll choose W'KZO, Kalamazoo — 5000 watts 
. . . CHS. 

Nielsen credits W'KZO with 181.2% more dajtime homes 
than Station B. Pulse figures, left, show that W'KZO gets 
more than twice as many listeners as Station B, morning, 
afternoon and night! 

Let vour Averv-Knodel man give you the whole WKZO story. 

WHO 

CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 

r-Knodel, Inc., Exclusive National Representatives 

'inn Arbor, Michigan, in 1935. 



PULSE REPORT— 100% YARDSTICK 
KALAMAZOO TRADING AREA — FEBRUARY, 1953 
MONDAY-FRIDAY 





6 a.m.- 12 noon 


\2 noon-6 p.m. 


0 p.m.-midnignt 


WKZO 


59% (a) 


59% 


48% 


B 


21 


14 


23 


C 


5 (a) 


4 


6 


D 


4 


4 


4 


E 


3 


4 


7 


MISC. 


9 


14 


12 



(a) Does not broadcast jor complete six-hour period and the 
share of audience is unadjusted for this situation. 




(J 

WKZO — KALAMAZOO 

WKZO-TV — GRAND RAPIDS KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN. NEBRASKA 

KOLN.TV — LINCOLN. NEBRASKA 

Associated with 
WmBD — PEORIA. ILLINOIS 

Avery 

*Jesse Oiiens set this icorlcTs record at / 




ROBERT F. CAR.\'EY 

((.lirniii of tin' Itttard) 
Footo. Coiio &: Kcltliiifi 



LIKE MOST 
"Newsworthy" 
ADVERTISING 

EXECUTIVES 
MR. CARNEY'S 
LATEST 

BUSINESS 
PORTRAIT 
IS BY... 



B&M TV TEST 

^Continued jroin pa^e 45) 

llip [lasl two wroks. We never had any 
l)(>fi)re for H&M. The demand was not 
great enougli to justif\ any spare. \o\v 
the grocers are more interested and 
helieve ine they Aoni give aou the 
space for h)\'e." 

.S'iwn.v of snvvvss: These were some 
oilier iiidicatif)ns of wliat's ha])])ening 
throughout the 100-niile radius of the 
H&M t\ test ar(!a: 

• Seliultz Bros, in Shehoj gan, \\ is., 
60 miles from Green Ba)' where the 
test tv station (W BAY-TV) is located, 
sard: "We are now experiencing a 
rapid movement of heans." The 
jobber s records showed ahout twice 
as many beans had been shipped in 
February '55 as in February *54. 
( ("ommented Marvin Bower: "When a 
wholesaler doubles his sales in a few 
weeks, that's terrific") 

• Hie wholesaler in Wisconsin 
Rapids, 100 miles west of Green Bay, 
bought 10 dozen cans of B&M brown 
bread during the last two Aveeks of 
Febniar). He had never before pur- 
chased an}' of the brown bread A\diich 
is now being pushed on tv with the 
heans. 

« Throughout the test area there 
were indications that the brown hread 
was beginning to develop momen- 
tum. (Sales of brown bread for the 
last tw(j weeks of Fehruar}' 1955 came 
to 210 dozen cans. None were sold the 
same period last year.) 

• In a .Menominee, Mich., super 
market (50 miles north of Green V>t\\) 
the stock boy slated: "B&M used to be 
an ordinarA mover. Now 1 can't keej) 
the shelves full enough." 

• Grocers throughout the area, 
despite indications the cam])aign Avas 
beginning to take hold, warned: "Your 
high price can hold back sales. The 
woman coming in to llie store is still 
going to he templed to lake Puritan 
beans unless your advertising has 
really sold her. The pots look the 
same from the outside so many will 
wonder why they should pay (k. more.'' 



Gapt, llal O'llalloran. station per- 
sonalit) wlio conducts a late-afternoon 
kid .show. dt)es most of the selling, 
armed with statements from house- 
wives in the area. It's felt that tlie 
statements of women in the region on 
the qualilv and unique flavor of the 
product will help to eslal)lish a rea>on 
for ]5a\ ing the extra price. 

I bis is the technique W B \Y-T\ is 
using lo gather testimonials. 

Ward Gage, one of the station's six 
atx-f)unt servi( e men, has trav eled Test 
Area A (see maj)) thus far, giving out 
samples of the beans and brown bread. 
He calls on grocers in the various 
cities and towns, asks for names of 
women wlio are comnmnitv' leaders 
(directors of the art club, PTA presi- 
dents). He then visits these women in 
their homes, leaving the samples and 
a questionnaire behind. Of two dozen 
women sampled, onlv one failed to 
mail back the questionnaire. \'irtually 
all comments were bighh' favorable. 
( f?ut said one w oman: ''Next time why 
not give out canjied lobster.") 

In the next few weeks Ward Gage 
will travel Test Area B to gather more 
testimonials. (Area B is 50-100 miles 
from Green Bay. Area A is the 50-mile 
circle around Green Bav. Bf)th areas 
are shown in the map on page 45. 1 
Though it's far too early to determine 
how the effect of tv varies on the basis 
of distance from the station, it s inter- 
esting to note that in the last half of 
February only Area B sales showed a 
gain. Area A sales were 465 dozen 
< ans in '55 compared with 475 dozen 
last }ear. Sales in Area B were 265 
dozen cans conq^ared with 100 dozen 
in the previous year. The increase for 
Areas A and B combined, therefore, 
comes fi'om B s steep jump. 

In addition to testimonials, Gapt. 
llal s connnercials stress the idea of a 
television supper. "Take those good 
B&M l)(>ans and some warm brown 
bread out on a plate and the whole 
fannK can sit in the living room and 
watch television," Gapt. llal tells his 
V iewers. 

One of the major efforts of the 
campaign is to link eating of the brown 
bread with the beans. As mentioned 
above, brown bread (B&M's nmlasscs- 
(lavorcd bread selling at 17c a can) 
has been a particnlarb poor seller in 
the rc^gion. It's hojied that related 
selling of the beans and bread will 
increase brown bread sales and 
distribution. 

Future fdm commercials featuring 
Gapt. llal will show him with house- 



l'hi>l()f!r(ij)hfrs lo llic lltisincss Execitt'nr 
/•////( Avciuir, \nc Vnrh 17 I'L 3-18. 



Cotnnu't'viuls: To make sure the 
housewife is really sold on BiM as the 
only (piality o\en-bakcd bean. WBAY- 
TV, has turned to a testimonial com- 
nu'rcial technicpie. The station has 
been given antliorit) b) B&M's W. C 
Northgravcs and the agcnc)', BBDO, 
Bo>ton, to build commercials (ispecially 
designed for the market. 
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W APPROACH. OLD PROBLEM 




, with its outstanding educational system, ranks first in the ifation in 
Ucy rate. New teaching methods, such as television, are effectively utilized 
^wa classes. 

TV Schooltime" on WOI-TV is a part of the regular curriculum in. 
than 225 Iowa schools, and it leads all other 10:00 a.mi television pro» 
rs in home audience appeal. 

Iding a needed community service, WOI-TV productions like "Iowa TV 
oltime" huild prestige . » . Prestige shared with all who appear on Chan- 
» in Central Iowa. , 



WOI-TV 




IOWA BTATC qOLLCOC 



AMES-DES MOINES 

IDO.OOQ WATTS 

CBS ABC DUMDNT 

REPRESENTED BY 

WEED TELEVISION 




A Rodts Slalien thai ha% good N*wi 
CtwvB* ^ B nodio Sloltett rttof bet 

BflcnUM «t dur vert nawt covwiig* balfi 
locnHy and noKenaN)^, Evantvlll*, In- 
diana, listtficn malw ft a hobh to hina to 
WJfS fof Hi* news. 

WJPS It a itolian af . i|>«iat1ivd ptiy 
gmnmirig » N£W5 — 5P0«TS — 
FARM — MUSIC, ahmg wilh a mardion- 
cfiibig da(H]rlirt«nt lhal hat all «f <h* 
taiiwert, A llv« y/tfn ilotfan — wfTh liva 
wir* pngninming and wlr« Whh. 

Ut in |iniiv« aur %v«rlh to r«u. 

fe*b«fj J. MclnMikj Oifiiml Maiq^lH' 
IIHUIH1IB »t 

ih* C*»<gt P> Hi«lltiitb4r|r Campsnr 




"A RADIO IN EVERY ROOM" 

^ \ Evansville, Indiana 



If you^usT/TV film ^ 
you^d BONDED f 
TV film service! ' 

Saves You Money, Worry 
and Mistakes! 

COMPLETE TV FILM SERVICE FOR , 
PROGRAMS OR COMMERCIALS 

Shipping • Splicing • Routing, 
Scheduling, Print Control 
Records • Examination, 
Repair, Cleaning, Report on 
Print Condition • Storage 
Supplies, Equipmenf 




TV FILM SERVICE 

LOS ANGELES • NEW YORK 

904 N. lo Cienego 630 Ninth Ave, 
BR 2-7825 JU 6-1030 



FAITUU SAFIRt LISS COfTlY,. 



wives in tlie area talkinj: about B&\I 
bonus and bread. Caj)!. Hal will also 
\i>it a few stores ami put on demon- 
strations of the product. This will be 
a test to see if volume for tbose stores 
piiks uj) a]jpreciably. 

'NO other form of in-store merchan- 
di-ing is planned at present. Ilavdn 
Kvaiis, \\ I? \^ -TN' jiencral numagcr, 
told sI'ONSoh: "We don't believe in 
mcMeliandising here. That's die job 
of the manufacturer. W e sell the prod- 
uct on telei ision. He or his represciit- 
atiies cover the stores. And as far as 
mailinffs to the trade ar(^ concerned, 
we feel lliey arc prctt) much a waste, 
.lobbers tell us 90'; of that stuff is 
tluowu ill the wastebasket unoj)encd." 

K«Wc(/roifiuf: In case \ ou've missed 
the first three, articles in this series, 
here s some backgromid: 

The expenditure is heavy for the 
volume in the iiiarkel. Budget for six 
tv aiiiiouiiccuicnts weeklv for six 
monllis comes to $12,500. 'I1ii? Is 
neaiK 25' ^ of the total 1954 whole- 
sales sales in the area of $54,000. 

liuruhaiii & Morrill wants to see 
wlu^thcr a lieaw push using t\ only 
can lift its relatival) small volume in 
the (ireen Hay region to a»\ thing near 
llic rate of sales in its New England 
strongholds. The problem it faces is 
that oven-baked beans arc siiiipl) not 
an established favorite in northern 
Wisconsin and Michigan, lieaiis cooked 
in the can are the big sellers there as 
tbc) are in man) other noii-?Sew 
I'jigland markets. (]aii-eooked beans, 
in fact outsell the o\ en-baked variet\ 
to the degree lliat Ik^Af and its chief 
coinpetilor Puritan share only l'^ of 
the l)eaii iiiarkel between tlieiii. 

Increasing the share of the market 
oven-baked beans get -and making 
sure B&M rather than Puritan benefits 
- is the coiiipanv's ol)jecti\('. 

l're\ious to the B&M tv test which 
started 24 January 1055. neither H&AI 
nor I'urilaii bad advertised in the 
market. Only advertising was in the 
form of small insertions within large 
newspaper co-op ads by grocers. 

Because tclc\ ision is the onlv new 
factor of major coiiseipience to be 
introduced during the first six months 
this )car, it's apparent it will dcser\e 
credit if sales increase. I he big (piestioii 
mark is whether (neu \v <'an make 
consumers switch from a low-cost bean 
eaten for generations in the area to a 
new higliei -pri<'ed pi()(lu<"t from New 
l'ji"laiid. * * * 



CBS APPROACH 

{Continued from page 39) 

advertiser gets KOIN free and another 
$18 to apply against W'CCO. 

Here's how that's figured out. The 
qualifying rate for WCBS is SI. 620. 
1 be ]5'r niiiiinium discount for buy- 
ing three stations comes to $24.3. But 
the qualifjiiig rate for KOIN is only 
S225. so the additional $18 can be ap- 
plied against the $720 for W CCO. 

In its j)itcli to clients, CBS is also 
stressing the value of nighttime radio 
to reach not only the whole family but 
the working woman in particular. 

"1 he working woman." said Tavlor, 
"cannot, of course, be reached bv tele- 
vision during the day and not too 
man) can be reached by radio. At 
night, the working woman is often 
busy cooking and washing clothes and 
dishes so that she can't always be 
reached by tv. Only radio can reach 
her while she's busy with her chores.'' 

Introduced earl) this year (the plan 
went on tour before agencies and cli- 
ents begiiming 24 January), GBP has 
been bought bv the Chevrolet Motor 
di\ ision of (jcneral Motors. The cli- 
ent, through Campbell-Ewald. Detroit, 
bought station breaks and minutes on 
12 stations. 

Among tho.-e visited by CHS Radio 
Spot Salesnien were Shell Oil, Lever 
Bros, and Block Drug, all in the metro- 
politan New Ork area: General Mills 
and Pillsbiirv in Minneapolis; Quaker 
Oats, Zenith and International Cellu- 
colton in Chicago; Schlitz Brewing in 
Milwaukee; S. C. Johnson in Racine, 
Wis.: Miles Laboratories in Llkhart, 
hid.; Ualston-Piiriiia. Anheuser-Busch 
and Lewis Howe Co. (Tunis) in St. 
Louis, and V^G and Andrew Jergens 
in (]incinnati. Among the agencies 
seen were Cunniimbam & N^'alsh and 
BBDO. 

The tour of agencies and sponsors 
was undertaken by a four-man presen- 
tation team headed b) Wendell B. 
(^anij)bell, CBS Radio vice president in 
charge of station administration. He 
described the reaction of advertisers as 
"extremely favorable." Others with 
Campbell on the lour were Hciir) R. 
Fl\ nil, general sales iiiaiiager of CBS 
Radio Sjiot Sales; \e\\ell Scliwin, 
manager of sales (lc\ elopmcnt for the 
station rcpresentalive firm, and Larry 
Haeg. general manager of WCCO and 
chairman of a conniiittee of re])re- 
seiitcd station managers consulted in 
the creation of GBP. 
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There's a BIG DIFFERENCE 




Represented 
Nationally 
by 

THE 

HENRY I. CHRISTAL 
COMPANY 



NBC 



befyNeen 

NEWSCASTING 

and 

NEWS COVERAGE 



You can hear newscasts on any radio station. 
A newscast can be any announcer's voice read* 
ing the latest summary torn from a news 
machine. 

It's news coverage which distinguishes a su- 
perior radio station from just another station! 

At WSYR a staff of five newsmen produces a 
complete, distinctive news service. They gather 
and write the home town and area news. They 
edit the reports of the national news wires 
with an experienced eye for news that's impor- 
tant to the 1.5 million population of WSYR's 
service area. The result: comp/efe news digests, 
reported ten times daily by men who know 
news. 

Central New Yorkers have come to rely on 
WSYR for all the news, all the time. This kind 
of news coverage — like WSYR's distinctly 
superior geographical coverage — is one of the 
important reasons for WSYR's head-and- 
shoulders leadership in the $2 billion Central 
New York market. 




5 KW « SYRACUSE 



570 KC 
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THE SPOTLIGHT'S ON 

WEHT^ 

IN THE 

EVANS VILLE M ARKET 

FIRST- 

Anyway you 
figure it! 



CBS-TV 
Undjolirated 
coverage really pays 
off in fhe Evansville, 
Indiana TrI-State — per February 
ARB — And with a realistic cost per 
thousand, you can't go wrong! — In- 
terconnected with network color. 
RfPRfSfNTEO 
Nolionotly by Regionally by 

MEEKER TV, Inc. ADAM YOUNG 

S^. Louis, Mo. 

W E H T Channel 5 0 
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PROGRAM CLINICS 

1955 SERIES 

Br(»a(lca!*t«'i s Kxchange 
of Surccssful 
I'l•(>^^^aln Idoa^ 

planned f"r 

KADIO IT.USONNEL 
IN ALI- DKl'AirniENTS 
OF AIJ. STATIONS 

.•?8 I5MI I'roKnim Clinics 
li;i\<- l»<-ii mIi< <I'iI<'<I tlir<'"8'>- 
<iiit tlio l^iilcd Stiil<s . 

COMING YOUR WAY 
Write today for the complete 
schedule 



BROADCAST MUSIC, INC. 

NiWTORN • CHIUfiO • HOlLTWOOD 
TOKONTO • MOHTRMl 



So far as l^lair's NATSAT is coii- 
ccrnef] llie plan has racked up sales of 
aboul STOO.OOO since it was introduced 
last fall. One or two weeks have heen 
bought b\ Cadillac, American Safety 
Ua/or. liPader's Digest and .M-G-M. 
while Rexall Drugs signed up for 52 
w eeks. 

The weekl\ cost for \ATSAT starts 
in the ncigliliorhood of S15.500. This 
is for a i)u\ of less than 13 weeks. 
\\ I'ckl) cost for tlie niaxiniuni bu\ is 
less than SM.OOO. For this, the client 
gels around four connnercials a day 
per station for six days — Monda\ 
through Saturday . Sunday is used to 
make good <-oinniercial,- that couldn't 
he fitted in tiie schedule for some rea- 
>()n or whicii were not run through 
some inad\ert(Mit leason. 

W hile N ATSAT clients can't pick 
evcrv slot, neither is \ATS AT exacllx 
a run-of-scliedule ]3lan. The ad\erlis- 
er s requirements art^ kept in mind. If 
the adxertiser is interested in reaching 
onl\ men he will he given those avail- 
abilities where male listening is pre- 
i-umed to be highest. 

V\ bat usualK hajijiens it- that Blair 
[uesents a suggested schedule of niorn- 
iu'j: and night slots for modifiialion. 
So far. according to Blair account (ex- 
ecutive Tucker Scolt. clients have usu- 
al!) accepted the suggested lineups 
without change. While the advertiser 
will not he permitted to bu\ \ATSAT 
vvilb da\time slots only, as mentioned 
prev iously he can buy nightlinie oidv . 

The NA ISAT plan offers con\eni- 
eiTcs lo < lients which ihev can't get 
through hu\ing a group of i.5lair sta- 
tions indiv i(hiall\ . In the first place, 
tb -re is a central billing arrangement, 
which means one order, one hill, one 
lifidavil. Secondlv. there is special 
lll '.ir handling for comnieicial co])v . 
Agencies niav route anil handle com- 
mercials if tbe\ wish, of course, but 
lilair will also lake over the cluucs. 

In totiug up the value r)f \ AT.SAT, 
lUnir compared its cost to other media 
luvs. I'Or example, the NATSA'I 
v'oU|) rate. sa\s Bh'ir. would buv one 
< iiarter-pagc i)^w ad ])er week in each 
market I gross circulation : about 
1 1 million l compair-d to 21 amiounce- 
iiTUts. Or it would liu\ one hivw page 
in Li jr. LoaL or the Saturday /'.'re/img 
/ os!. 

Since the lllair plan i^ aimed at ad- 
vertisers who are heav v spenders in 
tv the N ATS \T cost is also com- 
parv'd to video's cost. \ccording to 
ill. ir research, for about S|.()(M) uioic 



than the cost of N ATSAT an advertiser 
can buy about two Class "A" an- 
nouncements weeklv in Blair markets. 

\\ bile group buying plans are the 
exception, other rejis are pushing 
nighttime radio in various ways. Katz 
is offering special nighttime discount 
inducement.- on aboul lialf of its sta- 
tions. A nund)er of the discounts are 
in the 35 to 45 ' r range and thev are in 
addition to regidar discounts. There is 
a minimum number of announcements 
that have to be bought to earn these 
nighttime discounts but all of them 
don I have to be at night. Some of 
these dis<-ouiits bring the net nighttime 
cost (low n lower than ihe daytime <'(jst. 

On \\ KKC. ("incinnali, an advertiser 
who buvs five to nine announcements 
per week gets a 35' '( nighttime dis- 
count on top of the regular frequencv 
discount. For 10 or nioie announce- 
ments per week, the nighttime discount 
goes to 40' I- . If an advertiser buvs. 
sa), five announcements during th(; 
dav and five at night, he qualifies for 
the I0'( discount. However, theTO'i 
is ajjplied onlv against the nigbttiuK^ 
announcements. 

.\ similar discount schedule is in 
force on WKY. Oklahoma Citj, vviti\ 
35' ^ off at night for six to 11 an- 
nouncements |)er week and TO'^r off 
for a dozen or more. On KCJNC, 
Ainarillo. the nisihttime discount goes 
lo -15'"r for 12 (U- more announcements 
|)er week at anv time ami this 45'^'? is 
on lo]) of the regular earned discount. 

Morris Kellner. radio sales chief at 
Katz. explained that the nighttime dis- 
counts are set up so that an advertiser 
doesn't feel he is forced to buv night- 
time but can take advantage of the 
discount if be does and if he bu\s 
enough announcements. 

"We feel,"' be said, "thai radio niusL 
he used frequcntiv if it is to he u^c(.\ 
well. Furthermore, these discounts an* 
set up with an eve on the weeklv hud- 
gel becaus(e weeklv buv ing is liie glow- 
ing trend in ladio. 

K(tgarding group pbn-, Kellner said 
thev tend to lake awav the prime ad- 
vantage of spot: the fact that the ad- 
vertiser can pick his markets and hi-^ 
slat ens. 

W hcther or not gronj) plans catch 

. n. ih:" nighttime discounts are counted 

on to I rente more than a Ihirrv of in- 

terot in a'ter-dark listening. It is 

hoped that advertisers will look al 

nighttime from a factual vievvi'oinl 

rather than writing it off because of tv. 

★ ★ ★ 
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Largest share of audience in total day, 6:00 a.m. to midnight in NSI and total 

station area. December 1954, A. C. Nielsen Survey. 

KYW is first in America's Third Market covering over 36 counties. Throughout 
this rich area, Nielsen proves that more people tune to KYW than to any other 
station. That's why advertisers interested in lowest cost-per- thousand love KYW. 



Best buy nationally 
Best buy locally 

Best by any standard of measurement ,o6o on vour dial 



KYW 




WESTINGHOUSE BROADCASTING COMPANY, INC. 

KYW.WPTZ. Philadelphia; WBZ + WBZA« WBZ-TV, Boston; KDKA< KDKA-TV, 

Pittsburgh; WOWO. Fori Wayne; KEX. Portland: KPIX. ^an Francisco 

KPIX represented liy The Katz Agkncy, Inc. 

All other WHt; stations repre.scnleti by Kree & 1'ktkr.s, Inc. 
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WHERE'S OMAR 

The woi-lil ovi'l' tlii'V'vf 
heard (if ( )niar's skill. 
As a ti'iitiiiakcr he liad 

(-(|Ual. strii, 
we (Iduftt (luitc s(>i'imisly, 
tliis must taiiKUis ol' iiicii, 
i-(iul(l (•(i\ci' till' West C'oMst of 
Fl.inda like W I' I X ! 

Wl'lX IS the iiKist listciu'd to day- 
tiiiic station serving the ekn-eii 
eouiily area oil Florida's West 
Coast. This doiiiiiiaiit iiid(']>endciit 
Tniiipa - St. I'elersbni-','- station 
reaches 7!)(),.'500 ])eople willi a bny- 
111!? iiu-(.iiie of $()M),G40,lK)0.0(). Re- 
tail sale.s in (he area are .*S.3.5,1S0,- 
(MIO.OO and 2.')I.27<) homes linve one 
or niorr radios. For tlie best liny 
ill (layliiiie radio in the riili West 
Coast of Florida market buy the 
station used Ity most local adver- 
tisers . . . 



WPIN 

CLEAR CHANNEL 
680 on the dial 



Kepresenled X'ntioiinlly by 
Indie Sales, Inc. 



TRIED by a 
10 MAN JURY 




Yes, 10 of tiie current accounts 
on Bob 'Jrebor's "DAY 
BRHAKFR" Show have been 
sponsors for 3 or more years. 
Several for Wi years on this 
5-)ear-oitl show. 

The verdict of this lO-man 
jury is justified! From morning 
to nii;lit W'VET gct<i results 
in the Metropolitan Rochester- 
Western New York Market. 
3rd largest in America's first 
Stjte. 

5000 WATTS 
1280 KC 




BOB TREBOR 



IN ROCHESTER, N. 



Represented Nationally by 
THE BOILING COMPANr 



SPONSOR ASKS 

i Continued from page 54) 

jialioii deals that are now pre\alcnl in 
the motion pirlure business. Except 
thai then lliey will lio making films 
for j)a\- Iv primarih. ihen the theatres. 
The major Hollywood fUm studios will 
lia\e to go along with the limes and 
convert for Iv. 

All lhi« will have a vast beneficial 
edecl on show business general!)'. Willi 
])rciclieally all of l\- on film, there 
should he a rourgenre in the theatres 
of li\e eiilerlaininent. es])ecialh' in 
\ audeville. 



TV MUST FACE NEW CHALLENGES 

liy llnrry W aytie McMnhnn 

I'. P. CUarfic Tr Comiiicrcials 
McCiiiiii-Erirksoii, IS'. Y. 

From the com- 
mercial sland- 
poinl. lele\isioii 
undoubtedly must 
face its first real 
test within the 
next ]() years. 
Yi^e've reallv had 
no <' o m pel i I i \ e 
challenge these 
first eight liisli boom years. This chal- 
lenge may come from loll tv, oul- 




hiddiii" it for <h 



oice 



nighttime hour; 



Or from (hanging economic ccmdi- 
lioiis. forcing a more compelilive bai- 
lie for the consumer's dollar. Or from 
\ iewer disiiileresl. once the noA elly of 
the medium has in some mea^urt^ di- 
hiled the iiii].)a( l. 

l>ut the l(>le\ ision commercial un- 
doubtedly will bo faced \\ilh a suifi- 
cienl i ballenge to refine and impro\e 
itself. 1 1 seems reasonabl(> lo predict 
that comnieifials 10 \ears from now 
uill be iiifiniiely simjiler and more in- 
f()rmali\e. The \ie\\cr will be far 
smarter, lie \\ ill not wast<^ Ins inltMcst 
on atndiing that nndereslimates his 
inlelligcnce. He \\ill look lo television 
as his jiriuK! soiiie(> of information 
and ediicalion on the fastci -rlianging 
world aboul him. 

This \\ill re(]uir(! bell(>r iiiollvalioiial 
research on tlu? \ iewer, better writing 
lo "icai'li' him. 

Tele\ ision ad\ crlising must be de- 
signed more for a long-range educa- 
tional job, starling wilh th(> youngsters 
of ihrce f\\hi(li oIIkm- media <amiol 
louch i and < i(>aling life-long product 
"images." 

I'rodiicliori leclmi(|ue.* probal)l\ will 



vary little. Live action ])liotography — 
because of its helievabdit) — should in- 
erease in usage. Cartoon — for its 
no\elly — may diminish in usage, but 
will be used more inlelli"entlv. 

Special i)rediction : good writers, 
who realh kiio\\ ad\('rtising, television 
production Ipclmiqnes and can graphi- 
cally inlerprel motivational research 
in terms of die \ iewer. will be the 
high-priced boys of advertising. There 
slid won't be enough lo go around. 

ELECTRONIC WONDERS AHEAD 
By LnivrPtire Vafptisleiti 

President 
Grey Atlverlisiiif!;. .Y. Y. 

What aboul lele- 
\ision 10 years 
from now'? 

When General 
SarnofT recently 
*^ outlined before 

g#'^V3i^k^^ ihe Institute of 
V ^^^H Electrical Engi- 

f j^^^p ''New De- 

I ^Hi ^^^BV velopmcnts 
KIcK-lronics." he told of the banquet of 
the 11]E back in 1902 to honor a voung 
man named Giiglielmo Marconi who 
hail just succeeded in receiving the first 
transatlantic \\ireless signal. At this 
banquet, a message was read from 
Thomas A. F.dison who said: "I would 
like tf> meet the young man who has 
had the iiionumenlal audacity lo at- 
tempt and succeed in jumping an elec- 
tric wa\ e across the Atlantic." 

Toda\ we look lo the future of elec- 
tronics as it is shown to us by General 
Sarnoir and other engineering gen- 
iuses — and wo do not think of il as 
audacious. \\ e ha\ e come to expect 
great 



lings of .Vmerican engineers. 



As an advcrlising agency man. 



am. 



of course, most inleresled in lio\\ these 
engineering ad\'anres in l\' \Nill alTeel 
the advertiser and llu^ consumer. W^e 
are now onl\ wilnessing the birth of 
Iv. The creative talents of ad\erlising 
agency nu^n and \\omen will make 
television a medium that will bring the 
wonders of American iiuhislry into 
e\'er\ \illage and hamlet. 

It will make ihe products and serv- 
ices of American busim^ss known to 
(>\'eryone ev(>rywhere. Il will open up 
new markets for products of e\ ery de- 
scription. Tel(>vision by 1965 will be 
judged a nio-l important factor in the 
continued prosperitv of our country in 
that it will be one of the important 
"salesmeir' lhal keep more goods mov- 



ing to more | 



leople. 
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WSFA-TY 

MONTGOMERY, ALA. 





THE KATZ AGENCY, INC. 







V/SfA-iy, CHANNEL 12 • NBC TELEVISION 
AFFILIATED WITH WKY & WKY-TV • OKLAHOMA CITY, OKLA. 
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SH-H-H! 

Somebody's Listening' 

You bet somebody's listening 
listening and acting 

7,295 

Letters in One Week 
and still growing' 

KGA's 

fabulous KASH BOX 
is bringing big results to 
these national products 
< Brownie Cookies 

• Darigold Evaporated Milk 

• Folger's Instant Coffee 
. Dr. Ross Cat Food 
« Dr. Ross Variety Diet 

As the KASH BOX grows our 
listening audience grows too. Every 
letter means a sale. Your product 
is displayed in 68 Inland Empire ICA 
stores with additional newspaper 
space free, shelf talkers, promotion 

spots. All a part of KCA's fabulous 
KASH BOX promotion. 

Get the facts from; 

iReps.: Everett-McKinney, Inc 
New York, Chicago, 
Los Angeles, San Francisco 

KGA 

Box 141 Spokane, Wash. 

FOR HOTEL ACCOMMODATIONS 
IN IVEW YORK CiTY 



CALL YOUR LOCAL TRAVEL 
REPRESENTATIVE OR 
TELETYPE — N Y 1-3601 



GRAND CENTRAL AREA 





LEXINGTON AVENUE AT 
49TH STREET 

1200 Modern Rooms Tele- 
vision equipped Reasonable 
Rates, Swimming Pool 
. (complimentary to guestsL 
Coffee Shop, Restaurant, 
Cocktail Lounge. 

RADIO CITY AREA 



51st STREET. )UST EAST 
OF 7th AVENUE 
A 23 Story Modern Hotel. 
Accommodates 1 ,00 0 
Guests. Sensibly Priced. 
Breakfast Room, Stock- 
holm Restaurant. AAA 
Recommended. 



TIMES SQUARE AREA 





44th STREET, EAST OF 
BROADWAY 

Comfortable Accommo- 
dations for BOO Guests 
at Moderate Rates 
Coffee Shop and 
Cocktail Lounge. 



'$1 



TWO TOICOS 

\ Continued from page 3r>\ 

clients (l('alcr>. >oiiietimc? goes oiil 
and iiiler\ic\\!? <'onsumprs in j^ldres or 
in llie home or as a >])ot test, on tlie 
sln^ct. to k(>(>p in lontli witli public 
reaction. 

""\\ IiciIkm' \on're nsirig t\ or maga- 
zines or new >papers." sa\s lie. "vou're 
still doing tliat one ha-^ie thing: re- 
lating llie product to the consnmer. 
I he basic jiroMem of creating a cam- 
paign idea is research to find tlie 
proper ( onnnunication between the 
prodntl and the consmner." 

A t\ \iewei in his spare time ("1 
like nn clienls' show.- besl"). Adolpli 
Toigo has been inxdived in t\ since 
the da\ s when S5()0 a week uas con- 
sidered a hefl\ budget. "ISut \oii conid 
s(>e the jiotential of the medium e\en 
then.' he recalls. 

One of the areas of l\ research tliat 
he's been probing is ihe relationship 
of ihe tv program to ihe product and 
lo the message. In other words, 
whether and to what extent a program 
can predispo-e \iewers fa\orahl\ to- 
ward the product. 

Nick Keesel\. Lennen & r^ewell sen- 
ior v. p. and radio-l\ director, explained 
foigo's and the agenc\ s \ iew that 
circulation is onh part of the stor\ in 
1\ . 

"Take a cigarette, for example. Au- 
dience-participation shows keej) the 
jjroduct in front of the public at all 
limes. (Old Colds sponsor Truth or 
Coiiseqiietircs. M!C T\ . and Tuo for 
llw Money. CBS T\.i If \ on gi\e 
awa\ a earlon of Old (foIcIs e\er\ 
three or four minnles, \on re gelling 
innnea>urable sales pins." 

Keeseh. a balding nrnn with a deep 
till-winler laii. .-poke railio-l\ philoso- 
phy rapidh. without hesitation, occa- 
sionally liirning lo Francis I I'rank I 
liarlon. a radi()-l\ \.p.. for confirma- 
tion. Toigo liad said. ■".Vgeiicx con- 
Irol of 1\ shows do(^n"l mailer. Shows 
lia\e to stand on their merit, and wlio- 
(ner |)rodufes l)esl. should produce 
the show." 

Now Keeseh elaborated on the mai- 
ler of program <'ontrol. "'l?arloii and 
I w(-nt llirough a ptniod in radio when 
all agencies were on the producing 
baiul-wagoii. ^ on sort of got the feel- 
ing thai llie\ were producing in onler 
to jn.-lif\ the 13' f lo their elieiils. l?nl 



we don'l oii'iinale am 



here 



in the s-liop."' Barlon put in. 

■'Good point." said Keeselv. "But 
the a( Inal ])ntting together of the pack- 
age was done outside the agency. An 
agency can be much more objective 
about a show if it's produced outside. 
>elling lip production within the agen- 
cy means a tremendous overhead of 
]ieople. and an upheaval of people . . . 
a constant hiring and firing. Some 
agencies in ihe radio days hehi out for 
a long lime, but most of iheiii evenlual- 
l\ came around to hux iiig (julside. 



"Of 



c ourse, an acencv needs as in 



uch 



>u|)er\ i.-or\ talent (excepting technical 
( lews I in order lo buy knowledgehaly 
as it does if it's producing. We feel 
we"\e got the know-how in the agency 
lo do a good job of package buying. 
\nd after all. ihe hn\ ing, lliough \ ilal, 
is still onh the beginning in putting 
the show on the air." 

Toigo feels lhat pulling a client on 
t\ today is a \'enliire fraught with cosl- 
h gambles. "Costs are so damned 
high, I hat a man s got to have $3.5 
iniliion lo go on network Iv for a year 
nowada\s. 'This has meant lhat a 
show has to pa\ out faster than in the 
^.'SOO-a-week da\s. and the hazards of 



laiiiK 



hill 



C a new 



diow 



lia\e increas 



ased 



w illim I he agency ... 

" \ couple of packages were initialed 



proporlioriatch . In the last y ear and 
a half. .^0 shows went on and had to 
cpiil. The greatest casnaltic's seem to 
be among participating shows. 1 hey 're 
either \er\ good, or no good at all. 

Bnl when they are good. Keeselv in- 
leijecls. llie\'re "great advertising 
\ chicles for a highly conipeliliv e ])rod- 
ucl like cigarettes, liecause they give 
more sales value per dollar than other 
forms of programing." lie expressed 
surpri.-e lhat I'hilip Morris cancelled 
the / Aore Luc\ show. "You can't 
wrile (iff that tremendous circulation. 
"Now some people sa\ that show s so 
strong \ou rcinember Lucy but not the 
product. I don't agnv with that 
the(H\. If \i)u reach enough people 
and ha\e a good sales message, your 
a(heilisiiig should pay off for the 
product." 

In order lo tabs on consumer 

rcaclioiis td products. lA^nnen & Newell 
has a panel of 3,000 liousewi\es 
lliroiiglioiit lli(> (()imtr\, a sampling 
( lioscii to act as a gauge of the entire 
I .S. market. For exainpl(\ if the 
agciir\ wanted lo know bow a new 
toilet soap iiiiglil be received. Adolj)h 
Toigo told si'ONSoa, each of these 
3.()()() women would receive an un- 
identifiable cak(> of this soap to use 
for a week. \flcrwards they'd fill out 
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a (jiio^-lioiiuairc gi\ iiijr ihcir ri'aclioiir' 
1(1 il. 

Toifro. "W e've sj)enl as inucli 
slDO.OOO io>eiiichiiifi a product he- 
fore il wa- more than a iheorv. Bill 
thal'> a \er\ real jiarl of lielpiiip: a 
clieiil sell his product. From the \er\ 
l)e<:inuina. hefore there's am (piestion 
of a(l\ erti^iiig or media, you've got to 
make -ure that the product is the one 
lluit peoj)le want. 

John Toigo. too. ha.- always preached 
the im|)ortance of mainlainin<i conta< t 
with llie con>unier. Hack in 1U33. he 
wrote tlie followinjr letter to .1. Stirling 
(^etchell advertising agenc) : 

"W hat assurance i> there that a 
'sur\e)" will jjroduce results on a sim- 
\Ar product — sa\ a toilet soap? I 
feel reasoiiahK sure thai at least one 
large a(I\(>rliser who features the value 
of olive oil for the conijjlexion is hark- 
ing nj) th(^ wrong tree. I had a little 
(^xjierieiice in trying to sell olixe oil 
for American skins in the case of Dona 
Castile and the job is not easy. Be- 
sides, a^ the P(dish woman said to the 
delicatessen clerk when he showed her 
a tuheful. '\\ luil for I'm ])ut oil on mv 
face? I'm got too greasy now.'" 

At Lenneu ^ \ewell. yXdolph Toigo's 
right-hand man is Thomas C. Butcher, 

is llio 

'■^roiiliii'; svsleur' 
kr«^|)iii<; you from iiiovin<; 
alieiul faster? 

Many advortising oppoitiiiiily is 

iiii>sc(l l)cc;ui><o n now idea, a cli.'iiiKinR: 
trciul, a vital forcfast. i.s not seen in 
time. That why an incrcasin}; niim- 
I'cr ot' Advertising and Station Flxccn- 
lives who t'oriMcrly received eojjies via 
the "rontinf; system'' now liave indi- 
vidual siiliseriptions to SPONSOR. 
This way t liey 'i-e .vx.rf S I'OXSO R re.-ielies 
them first thing every other Monday 
morninR sure of gettin},' all the latest 
radio/tv facts in time to act ... in 
time to proht. 

'I'ly an iirdividual subscript ion to SI'ON 
SOif yourself. At Special I ut rodiictory 
Rates, Mie in vest uu'iit is small, the po 
ttutial rewards great. 

or<lrr now 
pa\ lalor 

i" """"""" 

\ SPONSOR 40 E. 49th St. N.Y. 17, N.Y. I 

I l-!i]1er my su'iscription to .'^I'on'sok 9 
I for tlie ni'xt ;!2 \voel(s f Hi issues) at g 
' < V'ou save .s-.'i nnr|i>r single co]iy ! 
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ajijjointed execulixe \.]). on 27 Decem- 
her 19.54 the same day \doljih was 
elected pn^sident. The aj)pointnient 
"urjirisefl no one. lUitcher and Tiogo 
ha\e known each other for more than 
20 years, worked in the same agencies, 
generally comjjlimenled each other 
through the years. 

Butcher came to Lennen & \ewell 
from W illiam Esty in Septemher 1952 
to handle first Schlitz. then all ac- 
counts, lie had hrought 'I'oigo into Eslv 
some fiye or six )ears earlier as head of 
ie>earcli. and so it seemed natural tlial 
he'd ho teaming up with Toigo again. 

Butcher understands Toigo. He un- 
derstands Toigo's use of research. "Be- 
fore a lot of high-j)ri(ed creative talent 
goes olT the handle working on ideas."' 
explained he. "'Toigo uses research to 
set uj) channel markers, hut without 
inliihiting them. It's not restrietiy c. 
you know, ^on might j^ax that research 
is the coiiierstone of an ad\ertising 
campaign, sort of like an anchor. " 

"1 met n"oigo at Benton & Bowles, 
when I followed Ted Bates and Con- 
tinental l>aking there in 1937." Butcher 
recalls. 'Toigo was then head of re- 
search at B&B. Behind him he had 
a (olorful nine years of football and 
research ha< k in Chicago. 

Toigo likes to recall his football da\ s 
most of all. though he's reluctant to 
talk aboul them. "W hen I was in high 
.school. 1 didn't have time to practice 
football, t He worked in the coal mines 
on the night shift, finished high school 
in three years.) So they made mc a 
guard, bec ause \ou didn t have to prac- 
ti<'e for that, and I'd jusl go out on the 
field on Saturday and |)lay." 

W ben he got to the lJni\(?rsit\ of 
('hicago. he made the freshman team 
all hough he w eighed in at only i l-l- 
pounds. \mos vMonzo Stagg. grand 
old t\raiit of college football, once 
c;dle<l Toigo one of the thre^ finest 
j)la\ers he'd coached. Toigo sees it 
somewhat di/Terentl\. 

"I was one of the main reasons lliat 
a Minn(>sota lackle made All-Anieri- 
ean," he told si'oxsoii. "One day our 
team was pla\ing Minnesota, and 1 
made tlicii lackle look .so good that lu^ 
made \ II- \ intM'ican that \er\ after- 
noon. ' 

\onethel(>ss. it was Toigo whom 
.^tagg pick(>d to i'oach the leain for a 
<'(»nple of scars after he graduated from 
the I ni\er.-.il\. Vnd lo this da\ , Toigo 
ha> sta\ed in IoikIi with Stagg, now 
well o\('r 91) \cars old and in retire- 
ment iu .^locklon. 



1 here - one letter from hi;- coach 
that Toigo lias kept. Written in 1952 
when Stagg was 90 \ears old. it shows 
how the old man kept track of the ca- 
reers his ;-tar followed, mentioned a 
visit of 'Toigo's older brother Jerry and 
expre^^sed a great deal of j)leasure over 
that fact that Toigo's older .son. Twig-s. 
was going to the I iii\ersity of Chicago. 

'Toigo isn't sure that the letter would 
have been quite as jovial had Stagg 
realized that 'Toigo's agency bandied 
a cigarette account. The old man was 
such a tyrant about training rules that 
on a visit, years after he's stopped 
j)laying or coaching. 'Toigo crushed out 
a cigarette automatically, when Stagg 
came into the room. 

"I guess it's so simjile that it s trite. 
But most of football, like advertising, 
is a question of teamwork and timing." 
says Toigo. 

E\en as a boy in Benld, Toigo had 
lessons in teamwork that lies never 
forgotten. "When I li\ed there, Benld 
bad poj)ulation of some 3,000. Every- 
one was from Kuroj)e. and in almost 
the same proportion as in f'urope. In 
M'hool, the kids were all first genera- 
tion, and it's a funny thing, but I've 
never had an ex|)erience that comjiares 
with the feeling of affinity with the 
kids there that we used to have. . ."' 

It was late afternoon, and outside 
the windows the sk\ was charged with 
rain. 1 oigo had come back from Mil- 
waukee late the night before, and bis 
first day havk in the oflice had been 
an endless serie.- of meetings. 

"There's a strength about j)easaiit 
people," he reflected. "They use all 
their intellectnal and emotional power 
as full\ as possible. As you go up in 
a sense of culture, yon begin to use 
your iiitellwtual powers almost at the 
expense of the emotional. 

It was the oid\ time in Toigo's remi- 
niscing, that he seemed a little noslal- 
gic. W lieu he sjioke about his y outh. 
there was a •sense of remoteness. 

"It's a strange little town." he re- 
marked, about TSenld. "When m\ 
father came ther<>, be iunnediately went 
lo the mines for a job. He didn't speak 
a word of Englisli. but managed to 
counniniicate the es.sentials. 'The fore- 
man asked bis nationality, and when 
he told him, the foreman said the\ 
didn't hir(> Italians. My father came 
home, went back to the mines the next 
day, and ou good advice, told them 
lliat he was French, so the ■same man 
hired him." 

Toigo s mother and two sisters still 
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ii\ I' 111 Bc^iilil. \Nliorc lie \ i>its omr or 
f a \ car. He liasn l li\p(l llicre 
^iiKc \')'2?>. wlirn lie eiilered tlie I iri- 
\ei!-il\ of (Chicago. lie worked lii.« 
\\a\ tliioiiiili lo a I'li.i^. in Fji^li<li. lie- 
came a football t oacli after graduation. 
Al the oiilx't of llie depre.-.-ion. lie got 
a joli -elling Vrinour ^ Co. coap to the 
(^lii( ago relail trade. It was at this 
time ll'J2')i thai John, then cop\ • 
writer at John II. Dunahni. got Toigo 
a job uitli the agencv . 

Jiisl before Dmihain folded (as John 
Toigo |)ul> it. "I derided the agencv 
had gone ofT the track — heeonie more 
interested in rraftsniaiishi|j than in 
selling, and I could see reefs ahead ) . 
the two Toigos quit John 11. Diinhaiii. 
and bought a gasoline station in Dal- 
ton. Sa\s Adolidi. "An agenc\ can go 
onlv as far as the head of it lets it, and 
we could see that Dunham's future was 
limited. I was about 22 or 23 at the 
time, but \oiir iiistiiu ts for what should 
he done aren't much diderent at 22 
than at 10." 

John and Adolph operated the gas 
station I profitably ) for a little oxer 
a year. Bv 1932. Adolph Toigo was 
readv for his second agency job. He 
joined Benton & Bowles as a research- 
er. He obtained the job on the 
strength of his work for Armour and 
Dunham. 

Toigo left BiLB in 1937. went to 
()e\er. \ewell & Ganger in a planning 
ca])acit\. In the meantime, around 
191-2. Tom Butcher went over to Col- 
gate, stasecl there as ad manager, then 
in 1947 joined William Kst\ Co. as 
account man and \.p. on Super Suds. 
He suggested Adol]>h as r(>s(!aich direc- 
tor for and together they launch- 
ed Fab. Subse(]uenl tests showed that 
Fab got as high as ~'t' ( recall on its 
-alo message. 

Like Toigo. Butcher believes in <<)- 
ordinating media on one theme. "If 
\ou'\(> got one gii\ shouting one stoi \ 
in print, and another gin on t\ shont- 
irig another stor\ . \onrc not gonna 
get acros^i. sa\s he. "Also, adver- 
tising needs conliiiiiilv. Il doesii t 
work like a lixpo. but more like a water 
faucet, with its constanl drip." 

A(lol|>h Toigo says "the business of 
adviMtising has alwa\.-> been nnder a<'- 
cusalion of huckslerisui. I'ut lhatV far 
from a true iiiterprelalioii of the v\av 
the a\erage niimnfaelurer presents hi? 
stoi \ to llie public. Mo>l of them real- 
ize that voii can I fool tlie average ( oii- 
-iinicr. no iiiatler bow often \ on repeat 
your ines>-agc." * ★ * 



10 MEDIA DIRECTORS 

i Continued jroin page 31) 

ly a> a print or broadcast buver." 
o " A \ ear ago. w e reorganized our 
media hiiving into the group s\ stein," 
said Lennen & .Newell v. p. Aiilhony De 
Pierro, "We don't feel that there's a 
great ad\antage in all-media buying. 
sin<e buying an\ one medium is a 
full-time job and develops specialists 
unmatched by all-media bu\ ing. How- 
over, there is a close liaison between 
buyers, and each knows a lot about 
the otlier man s medium and the gen- 
eral problems of the accounts.'" 

Added FC&B"s I'aul (;erhold: 
o "l\adio-l\ buviiig at FC^J^B is tra- 
ditionally handled in close relationship 
to print buying, but there's no real 
trend toward 'account' bu\ ing. There 
is. howexer, closer relationship with 
the radio-tv production people in our 
shop. That's so media buyers can 
make sounder appraisals on the hasis 
of shared knowledge. Also, there's a 
lot of media news exchanged this way. 

"We have a strong feeling at the 
moment that there are so many as])ects 
of buying broadcast media where the 
success is dependent on day-to-day 
working knowledge that the trend to 
all-media buying is less efficient — ex- 
cept where it exists at top executive 
levels. It's still a job for specialists." 

Will more agencies change to the 
bu\ ing ])ractices of Young & Rubicam. 
leader in total dollar volume of agency 
air billings? 

None of the other media executiv es 
indicated that they contemplated 
changing in the near future. However, 
most felt that a close relationship in 
buying was needed between air and 
print buyers at the supervisory level. 

r^ii>.s-(ioii •/. As yon see il. what is 
the future role of netiiork radio — par- 
ticularly nighttime network radio? 

Although most media exe<"utives are 
generally hesitant about gazing into 
crystal balls, a number of thoughtful 
responses were drawn to this question. 

Generalh, the media men felt that 
iiet\Nork radio's future was assured, 
although there was slill work to be 
done in developing the maximum me- 
dia value for network radio. 
• "I happen to be ver\ keen on the 
future of iiighltinie netwoik radio, 
said (.uniiiiigham Jv. Walsh v. p. \ew- 
niaii AUdCvov. "lodax. main of our 
top adxcrtiscrs are looking for "roni- 
bination approacho" of radio' and tv 
ii-agc. Kadio. being far morb flexible. 



can be made to complement t\ very 
well. However, network radio could 
do much more in developing fresh 
formats. For instance, radio might 
find it advantageous to find fresh ways 
to utilize big tv names — thus reversing 
the trend in which radio properties 
have been adapted to tv ." 

\\'liat must network radio do to 
stimulate client interest and assure it- 
self of continuing ( or inereased I sales? 

One answer came frf)ni Biow-Beirn- 
Toigo v. p. John Kucera. who stated: 
o "To be successful in the future, 
network radio must maintain efHciencv 
of cost relationship to audience size. 
Also, radio needs more accurate mea- 
surement of extra-set and out-of-home 
listening. It's not enough just to say 
'there were so-and-so million radio> 
sold last year": we need to know how 
and where the\"re used. Also. I don't 
think over-spe<ializatioii is the final 
answer in radio. If network radio can 
successfulh deliver specialized audi- 
ences at a good price, this nia\ be part 
of the answer. But clients look basic- 
ally for broad appeal, and seldom try 
to build whole campaigns out of spe- 
cialties." 

Another agencv view, in which the 
emphasis was on flexibility, came from 
BBDO's Fred Barrett, who told SPON- 
SOR: 

• "I would sav that the direction net- 
work radio must go in is that of ex- 
treme flexibility and econonn of opera- 
tion. I also believe that personalitv 
celling is going to be a major factor. 
\etwork radio must develop itself into 
a 'companion" lo listeners, due to the 
growth of iniilti-set lioiiies. rather than 
try to be a star 'entertainer' in the 
living room, like tv." 




" Have-to-play- KR I Z- Phoenix- 
tonight." 



108 



SPONSOR 



ANNOUNCING 

1955 EDITION OF 
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DICTIONARY/HANDBOOK 
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'1000 more definitions than 
ever before — 2200 in all! 



CONTRIBUTORS AND 



CONSU LTANTS 



"All the new color tv terms, 

'Special sections covering 
painting technique, art work, tv moving displays. 

"A Complete F^duention in Television 

for Duly ••f-J." 

The 2200 television terms defined in 
the hi'aiid-new edition oJ' Television 
Dictionary/Handbook graphieally measures 
tv's phenonieiifil gi-uwth. The first TV 
Dictionary ])iiblishe(l in 1950 contained 

only 300 terms. 

CoMipil(>(I by Herbert Trne of Xotre I)ame 
University — in consultation with .37 tv 
experts — the 19.")5 Dictionary is a "must" 
for any professional assoi'iated with any 
])avt of the tele\'ision industry ! 

No more wondering what the other fellow's 
talking about. No more gras])iiig for the 
right word in your lettei's ! Your conversation 
and correspondence take on new sparkle. 

lU'W authoritativeness. 

First Editions Sold Out Completely 

Tl:e 19.")1 and 195.!] editions sold out almost 
innnediately. The sauu' will no doubt hold 
I rue of the 19.55 edition only <|uicker. Don't 
be disappointed. Send foi' your cojjy today! 
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OR CHARLES ALLEN. Rcstan.h 1)1!.. Mfllll Sili.nl 01 .1)01 nallsin. 
N rtliMcstcin V , K\:inston. Ill 

JOHN W. ANDERSON. KiDer (;l:iss Corp. Nirt York 
BILL BALLINGER. Tv 1'ro.l . runiplifll Kuakl. Nciv Y'.rk 
BOB BANNER. Dir. Kred Waiin« Tv Slinu. (Us TV. New Yo:!; 
GEORGE M. BENSON. Dir. sales \- Uisearrh. T\ Workshop. 
Ford Foundation. New York 

RALPH S. BING. I!;ilph HlnE Co.. Clevehin.l 

JAMES M. BO ERST. I"ul)ll.-hpr. Kvorutlves Uadio X\- Service, 
I.arehlTKmt. -V Y. 

WM. J. BREWER. IMIio & Tv Dir. K .1. I'otts. Calkins & 

Holden. Kansas Cils' 
FRANK BURKE. 10<mor. Uacllo .>t Tv Daily, -N.w York 
EODIE OAVIO, I'rol. hlr.. Yak T\ rrni;raras. .VnKolcs 
HARRY OIETER. Tv Mzr.. FdoIp. C mv lielding. C'lloaco 
ORRIN E. OUNLAP JR.. VP.. Uadi.i Corp. of .\mer.. New York 
HUDSON FAUSSETT. Dir., .VrmstronE Tlicatre. N1!C T\ . N Y. 
WM. 0. FISHER. V IV. Gardner .xdveitlsins. St. U>ui5 
DON FORBES. MKr. Studio Pro-irams. KCOP. I.os .Vnseie* 
MAURY FRINK. I'res.. Frink Film Studios. Elkart 
NORM GRANT. Scenlo I)ir.. N*BC T\ . New York 
KEITH GUNTHER. I'vol. Dir.. KSDTV. Kansas City 
R. B. HANNA. Mci' . WUOn T^". Schenectady 
SHERMAN K. HEADLEY. .X.'.st. Mgr., WCCO. Minneapolis 
GEORGE HEINEMANN. Dir. T^■ Troo.. NHC TV. ChliaEo 
BERNARD HOWARD, .\fademy Film Prod.. ChlcaKo 
DOUG JOHNSON. Author. T\' Writer. CBS TV. N1!C TV, N.Y. 
BILL LADISH. I'rod. ■ Dir.. WD.VF TV. Kansas City 
ROBERT L. S. LEEOY. .\sst. .\(lr. Mgr., Communicai iirs l'ro<'s 

Div.. Du .Mont l.aljs, Clifton. N..I. 
CHESTER MaiCRACKEN. V.l' lladlo Tv. Doherty. ClitTnrd. Steers 

& Shcnfleld. New Yak 
DON McCLURE. Sales Mgr.. Uonded T\- Film Service. .New York 
HARRY McMAHAN. V.l". Charge Uadlo Tv Commercials. MiCann- 

Erickson, New York 
RAY MERCER. Uay Mercer Prodns.. noliywo<«l 
HOWARD NEUMANN. Tv Dir..' Lowe Runkle. Oklahoma City 
BERNARD F. DSBAHR. Editor, Tele-Tech & Electronic In'Jus- 

tries, New York 
LEE RUWITCH. V.l'. .V Gen. .Mgr.. wr\M. Miami 
DR. DIK TWEDT. Uesearrh Supvr.. Needham, Louis & ISrorby. 
Chicago 

WALTER WARE. Scheldeler. Heck ."i: Werner. New York 

JACK WEBB. T\- .\ctor; Prod. I)ra(r:\et. Mark VII I'rodns.. Hywii. 

ADRIAN WEISS. l.ouis Weiss & Co.. Los Angeles 

BEULAH ZACHARY. Prod.. Kukla. Fran & Ollle. NTIC T\-. Chi. 
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ifiivstUtu .». II lull (lie ihc principle 
iliniiL^es voti've seen lately in the use 
ol spot iddio by your a^iencv, or tn the 
reason iih) you buy it? 

\ irlii;il]\ llic t'liliic panel of media 
cxcculixfN r('|)orl(Yl IIk" >aiiie liend in 
-|)<>l ii>;ijie: iiioic sliorl-tt^iin 

( iiiiipaign^ of a .-aluialion luiliire. 

^('\('ial ajicncN men. Iit)\\e\<>r. point- 
ed oul lhal "liil-and-iiiir' cain- 
paiiiiis were not a replaccniont for llicir 
icfiulai' \ eai-i'oiiiid radio campai'iiis : 
were an addilional piiiidi. used 
w lici (> neiHled. 

Here's a roundup of eonnnenis: 

• "1 ho most ol)\ ions < hange ha? 
Iiecn in ihe greater use of short-lerm 
■flighls" of spot ia(h"o announcements, 
where eh'enls are seeking fre(|uenr\ of 
ini])atl in a short period of time." 
( (anniingham 61, W al.-h \ .p. Newman 
Ml Evoy I . 

• "Oui" basic iisf of spt)! rarlio hasn't 
< hanged radicalK. We try to keep spot 
radio schedules <-oinplelely flexible so 
lhal we can re\ie\v them periodical!) 
aiul keep up to dale with ihe iliangiiig 
media \ alues of spot rarlio." ( Leimen 
\ Newell \'.p. Antliony De I'ierro). 

• ".No basic <hanges in our recent 
nses of spot rafhO. exei ept that spot 
ladio nierchamhsitig is giouing in 
weight as a factor in spot radio pur- 
chasing.'" (K6vK'* I'ln'l Keimey). 

o ■" Ihe inajoi" trend in our use of 
spot radio is to hea\ ) , flexilile, day- 
and-night use of paritcipations in 
-liong local radio shows. We are out 
lo bu\ local personality selling, in 
other words, and to keep on the move 
after new andience." ( Y&R v.)). Peter 
Lev allies,). 

• "Were very acli\e now in sjxjt 
radio, and urge its use to clients. Most 
of onr campaigns are basically 'regu- 
lar' campaigns, but we see an added 
trend to the use of 'waxes' of spot au- 
nouiK cmenls." (Kudnor \ .p. Hugh 
Johnson I . 

<^ii<'.s-<ioii (i. What Is lihely to l)e tlie 
eliiej effects oj media buying of a con- 
tiuued iipudrd spiral oj tv production 
and time costs'.'' 

In general, ihc media executives saw 
two results of a conlinnalion of l\ cost 
rise : 

1. (-li(;i!ls would s))ciid moic money 
lo s|a\ in l\ if lh(;\ fell lhal their pres- 
ent l\ a<'li\ily was of great imporlanct! 
lo them. 

2. (Clients who couldn't alTord the 
))a< ('. but who wauled lo icmain in t\, 
would hnd other money -slrclcln'ng f^o- 



liilion>. jjrincipalb lhal of shifting to 
less ficcpieul cx|iosnre (allernale weeks 
and suchlike I or the use of "magazine"' 
format -hows sold on a |)arlicipalion 
basis. 

Here iwv samph^s of iudi\idual com- 
menl ; 

• " \(l\ erlisei s w ill work hard lo slay 
in Iv. despite rising costs, so long as 
present < (»sl-per-l .000 lalios aie main- 
lained said B-R-T's John Kucera. 

• '"lliglier costs of l\ might cause re- 
Irenchmenls of fre(|uenc\, as well as 
more use ol other media — parlicularlv 
radio— lo reach the public," slated 
(^6w\\ s .Ne\\inan ]McEvo\ , 

• '"If costs (jf t\ continue upwaiil, 
sponsors will lie forced to alter plans 
in man) cases, 'i on may see more of 
ihem dropping back to alternate-week 
sponsorship, more sponsorship of hour 
shows in 2()-minule segments, more 
major-minor deals, and more use of 
the occasional big Iv splash supported 
by non-l\ media.'" said BBDO v. p. Fred 
liairetl. 

• "Ihe I', S. econouiN has enoush 
blue-<'hip advertisers, I'm sure, to keep 
ihe prime half-houis at night sold out 
on the top ihree networks — even if the 
ad\erlisers have to reduce frequency 
to do it." added L&\ v. p. Anihou) Dc 
Pierro. 

f^ii<>.s-<ioii 7. Oj all the advertising 
media pitched to you, which one does 
the best all-around job oj selling ilselj 
to youy 

Ail" media salesmen who confidentl) 
expect the answer to be either radio 
or tv are in for a surprise. Ncarl) 
7.S'( of media men ga\ e the selling 
laurels to magazines. 

• '"Magazines furnish more definite 
research tools, often those thev'xe made 
fen" thenisebes without outside urging.'' 
said Kuflner \ .p. Hugh Johnson in a 
iNpical reply. "Magazines have a much 
longc] range lo their selling and go 
much d(>e))er in re.sear( h." 

"Radio and Iv do a good job of 
■~elhng. but lhe\ do so in an expedient 
fashion.'" said Yi^K's Peter Le\ allies. 
"'\ \ is sold (dlen f ( u' the sake of enter- 
Uiiinnenl. rather than as a tool lo sell 
products. Also, air selling nsualh 
doesn't look ahead UKire llian jusi one 
seascm. I'd pick magazines as tops.'" 

• "1 ihiiik magazines do the b(>sl job 
of ))r(\senling their ad\erlising \alnes 
and of relating tliemsebes to the client 
problems of sales and distribution. 
I he) re not just filling U)) periods in a 
program or spot liuonp," said L&N's 



\nlhon\ J)e Pierro. 

• "Magazine.-, with iiew>]3aj)ers and 
supplements as the runners-up. Print 
media has more 'sell" in its pitches, 
more documenlalioii of the sales slor\'. 
better tools for us lo work with in plan- 
ning (he creative use of media." staled 
BBDO"? Fred Barrelll. 

Most of the media executi\es, radio- 
t\ sales executives will at least he hap- 
py to learn, fell that there had been 
striking improveinenis lately in the 
(juality of pil(hes made to agencies. 
And. of the tw(j air media, the admen 
fell generally lhal radio was doing a 
better job of digging for hard facts. 
■"Mail) tv salesmen lia\en't had to 
learn how lo sell." said one Madison 
A\enue media director. 

(fiiestimi It. H hat are your thoughts 
concerning the ''big splash" concept oj 
tv air advertising vs. the ireek-lo-week 
type oj tv showy 

\s niiglil be expected, this was a 
topic which (he media executives said 
had been the subjtN I of many a recent 
agency |)laiis or media-buying session. 

The consensus: 

A. Frequenc) is the basic choice, 
which usuall) means a "regular"' show 
schedule. 

B. The '"big sj)lash" show can he 
extremeh efleclive under <'ertain spe- 
cial conditions, but generally sacri- 
fices ordinar) adxertising eflicieiicy . 

C. There is plenty of room for both 
types of program concepts in tv, and 
plenty of S|)ousors w ho can use each or 
both with good results. 

Here are samples of individual ex- 
ecutive opinion: 

• "One of the great values of broad- 
casting has always been its frequency 
of impression. If you stray loo far 
from it. you will negate cme of its. 
prini'ipal \ alues. By and large, we 
would ( boose week-to-wcek fre(]uency 
as the 'basic' buv." said FC&B v. p. 
Paul Gerhold. 

• "Current studies docmiient the tlie- 
or\ of concent i"aliiig advertising: 
weight, rather than splitting it. We 
should be primaril) iuleresl(Ml in the- 
"hard core' of regular readers or \iew- 
ers or lis(<»iieis. rather than the mass of 



$60.00 INVESTMENT 
SOLD $1,500.00 in floor covering 

VIA ALL-NEGRO 

WSOK 

NASHVILLE, TENNESSEE 
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people wlio are reached iiifrecpiciilh . 
Our goal inx'oKes llie greatest possihie 
frequency against the largest group of 
actual potential customers we can huv 
with our advertising dollars," stated 
v.p. Arthur Porter of J. Walter Thomp- 
son. 

• There is cerlaiid\ room for both 
the 'splash' and the regular forms of 
tv selling. However, I feel thai if you 
are selling a dailv-use ])roduct, the 
primary tool is that of regular, steady 
programing. The splash program can 
work excellently, however, on a sea- 
sonal or special t\pe of sales problem, 
but such a show depends for its suc- 
cess on how well \ou promote anil 
merchandise it." said K&E's Phil 
Kenney. -* -* * 

ItrieSlti . . . 

{Continued from page 57 I 

Clete Roberts, the globe-trotting tv 
reporter who was the subject of the 
"personalitx " feature in a recent issue 
of Fortnight magazine, has formed his 
own organization, Clete Roberts Pro- 
duction, Inc. The new organization is 
handling the production of his filmed 
World Reports which are seen in man\ 
cities across the count r) . 

« « » 

WCUE, Akron has started a three- 
week promotional campaign to end just 
before Easter w ith its theme- "Give a 
radio for Easter." The campaign will 
stress the lasting pleasure derived from 
such a thoughtful gift and will also 
remind the listener that he can buy a 
radio for a> little as SlO. Though 9l\"( 
of the homes in Summit Countv are 
radio - equipped, the campaign is 
planned to promote (he radio-in-ever) - 
room trend. 

« « * 

An all-da), sign-on to sign-off. 13- 
liour radiothon conducted recently by 
Houston Negro radio station KCOH 
netted o\ er SIO.OOO for the new Negro 
YMCA building there. In the picture. 
KCOH owner-manager Robert C. 
Meeker is shown signing a letter thank- 
ing all participants as A. E. Warner, 
chairman of the drive, looks on. 




A fadier-soii team airs The Sumlay 
Real Exlale Slioii over K.WZ. Hous- 
ton. Lo\ Duddleston started the show 
25 )ears ago as a une-lioin program, 
but now it is a six-and-a-lialf hour 
show with music iuid news. Loy. Real 
Estate Editor for the llou ton I'ost for 
13 \ears, thinks that Sunda\ is the 
ideal lime to reach liotii husband anil 
wife while lliey are in a reeepti\e mood 
for real estate and household improve- 
ments. Lo)'s son Wayne, the >how"s 
director, concurs adding that . . . 
"when people (in Houston) think of 
real estate, the\ think of Dad." 
«»».■■ 

1 he Puerto Rican advertising agen- 
cy Publicidad Hadillo celebrated its 
lOth anniversary at an open house 
cocktail party for its clients and 
friends. The agency was started late 
in 1944 bv local news])aper and pub- 
lic relations man Samuel E. Badillo 
with two principal accounts. Toda) 
the)" have over 50 accounts serviced b) 
more than 30 employees, and they oc- 
cupy two floors of the V^illamil Build- 
ing in Santurce. Billings: Sl.OOO.OOO. 




Publicidad Badillo's modern conference room 



« » » 

A third micro-wave television cir- 
cuit placed in operation in New Eng- 
land earl) in March gives viewers a 
choice of three live programs from 
Boston, New York and be) ond, it was 
announced by officials of the New Eng- 
land Bell Telephone Company and Ml. 
W^ashington TV Inc. The new circuit 
is expected to add greatly lo the area s 
reception of sports and special e\ cuts. 

• « • 

Philadelphia's WHAT AM-EM an- 
nounced a major change in pr()gram- 
ing with the addition of se\en more 
hours of Negro broailcasting per week 
and the elimination of all foreign lan- 
guage programing. The management 
stated that tin? demands for increa-^ed 
Negro service came from l.)oth adver- 
tisers and listeners. The station now 
has more Negro programs on the air 
(o5 hours per week) than an\ other 
station in the area, with a higher Pulse 
Rating than e\er before. 

♦ ♦ « 



Detroit';- \\ W,|-'l \' ha- a new pic- 
ture-laden brochure on it> wa\ to 
main admen. The 2(!-page booklet 
gives the station's background anil all 
(lie essenliiil market data in a variety 
of < olored < harts. 1 he tv station was 
the first in Michignn, and its radio 
counterpart, WWJ. ilates back to Au- 
gust 1920. 

« » « 

Television (limbed into third place 
last \ear as an extensively used ad- 
verti ing meilium ammig the nations 
ice cream maimfacturers. In 1955, 
13.7 percent of the ice cream makers 
are expetted to make this their major 
method of reaching consumers with 
their sales messages. 

* » « 

WBAL, Baltimore, pulled off a very 
successful teaser campaign. For 10 
days. o5 billboards each spelled out the 
single word "AWAKE" on the to]) half 
with no other word on the poster. Re- 
a<tions ranged from suggestions that 
it was the start of a highway safetv 
campaign to rumors that Hill\ Graham 
was coming to town. 

Finally the lower half of the bill- 
boards exclaimed "to the AI Ross Show 
— daily 6 to 9:30 a.m.'" Ro-s is a poj)- 
idar d.j. who does the WBAE morning 
stint Monday through Eridav . 
« « * 

CBS Radio is currently plugging an 
eight-week promotional campaign 
based on the theme "Listen While ^ ou 
W ork," announced Murry Salberg. 
manager of program promotion for the 
network. The campaign, complete w ith 
promotional kits for local stations, is 
aimed at the housewife particularly, 
but seeks to boost daytime listening 
all around. ♦ ♦ * 




"KRIZ Phoenix said to ride safely. 
When do I blow my saddle horn?" 
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Telephone 3-6428 Charleston, South Carolina 

March 4, 1955 



!000 WATTS CLEAR CHANNEL 7 3 O 




Mr. Norman R. Glenn, publisher, 
Sponsor Publications Inc. 
40 East 49th Street, 
New York 17, N.Y. 

Dear Nona: 

I know you like "off-beat" letters. So bear with me and you'll 
find this one fits that classification. 

About three years ago we entered into a national promotion 
campaign, using only SPONSOR, with a series of ads pointing up 
our "Pal" trademark and outlining the specialized negro 
programming and high ratings at WPAL. We continued this ad 
schedule for two years. 

During the period in which the ads were running I was constantly 
amazed at the strong identification of our little dog. After our 
ads had been running about six months time buyers would say, 
when I called, "Oh yes, you're from the 'little doggy' station." 

All this leads up to the fact that since we've been out our 
identification has slipped, and we need the push that SPONSOR can 
provide . 

So we'd like to reinstate our schedule of third page ads effective 

with the first April issue once a month for one year. Lots of 

new time buyers in the business who ought to get acquainted with "Pal 

Would you be good enough to send me a contract — some rate, I trust. 




Laurens ^^Woore 
Executive Vice President 




11 

BBcre's what an ad schedule in SPONSOR does 

for your station. YouVe in the limelight. And that's 

important. For there are more than 3,000 sets of tv 

and radio call letters vying for the timebuyer's, account 

executi\'e's, and ad manager's attention. Your 

message gets the full attention of these decision-makers in i 

top-rated prestige magazine where 7 out of 10 readers 

are in hu\'ing jobs (guaranteed circulation 10,000) 

and every word of editorial copy is beamed right at them 

You can still earn old 1950 rates until April 1956 bv 

entering your new contract today. 



SPONSOR 



THE MAGAZINE RADIO AND TV ADVERTISERS USE 



NIW RATES EFFECTIVE 1 APRIL 1955. 

BUT IF YOUR CONTRACT IS IN HAND BY 
THAT date/ you GET OLD 1950 RATE3 



UNTIL 1 AFRIL 1956. 




Na$v it costs less 

tu sttll 
MliXMiAPOLIS 
ST. PAUL 

Maximum power at minimum 
cost — choice availabilities. 



316.000 
watts on 
Channel 9 





Jo/iii II. Kullurd, president of Biiloia If'atrh 
Co., made news when he announced early this 
month that the firm would launch on 15 March 
the larf;est, most concentrated ad campaign directed 
hy lJuloia at the American public. Bulova is 
promoting its "precision-adjusted '2'i- jewel self- 
winding ivdtches" on 270 railio and tv stations via 
Mc(.ann-Eiickson. Ballard said the campaign 
was designed to bring watch sales back to the 
jeweler, lie estimated atl expenditures 

at S7 million, 90% going to air. 



I*«inl ll't'sl. AXA president, has just finished 
presiding at organizations' s 4(>th annual spring 
meeting. Liilike preiioiis meetings, radio-tv talks 
were git'en in closed, workshop sessions. Speakers 
included Rodney Erickson, YX:R v.p., who told 
"How to keep tr costs dou n and audience appeal 
lip,'' and (George //. Frey, i\liC TJ' v.p., who 
explained latest color tr developments. Rex liudd. 
Campbell Soup general ad manager, and chair- 
m/in of A.\ 4 radio-tv steering committee, was 
chairman of the workshop sessions. 



Alfrt'd E. lyi/oi(. board chairman of Philip 
Morris, ivliose firm made headlines when it was 
announced that its four-year nssociatioa with 
I Lo\(> l.ucy would be ended at close of current 
contract on 27 June. Impression that l.iiry money 
would all be thrown into print (caused hy the 
announcement of an "intensive" print drive) was 
denied by agency, Biow-lieirn-Toigo, which pointed 
to plans for "intensive'' spot tr campaign. 
Tobac(o firm will continue with Piil)lic Dcfi-ndiT 
on CHS TV and two CHS Radio network programs. 



Ill(</fi It. Jorfcsdil. president of \cw ) orL 
City Better Business Bureau, was instrumental in 
pushing adoption of ad standards on radio and 
tv for companies seeking home demonstration, 
selling leads. Jackson announced adoption of 
seven-point standards by '2\ radio and tr stations 
serring !\ew York metropolitan area following 
industry discus.tions. .Standards are aimed at 
"bait and switch" practices under which sponhors 
offer low-priced merchandise, then sell only 
dearer products when .■iaiesnien call at homes. 



F05HAY TOWER 

Mlnnt«^]lt 
lUprif *rt(*d Nallanally by H-R TELEVISION. INC. 
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pipe f line ! 



4 



i 



No advertising 
message is any 
stronger than the 
medium you entrust with its transportation. The 
logistics of productive advertising demand two 
great essentials (which, we'd like you to know, WSAZ-TV 
is impressively able to supply) . One of these is a 
market of abundant prospects with handsome ability to 
buy what you sell. The other is the best possible medium 
to get their attention, win their loyalty, and influence 
their preferences — in short, a profitable pipe line 
from you to people you want as customers. WSAZ-TV 
commands nearly half-a-million TV homes of such prospects 
in the uncommonly large five-state area we reach — a 
region rightfully described as the industrial heart of 
America. When you route your advertising via WSAZ-TV, 
you enlist the one and only super-efficient medium 
linking you directly with all of this four-billion 
dollar market. Something is bound to happen. And 
it does — day after day and year after year — as 
WSAZ-TV's big roster of satisfied advertisers 
will testify. For a profitable pipe line into our 
land of boom payrolls and eager customers, 
just put yourself in touch with 
any Katz office. 



Huntington* 
Charleston, cJ 
West Virginia 

CHANNEL 3 
Afazimum Power 
NBC BASIC NETWORK 

affllialed 
ABC A Du Mam 



I 



WSAZ 



TELEVISION 

also afftliafed with Radia 
Slalians WSAZ. Huntington 
ct WGKV, Charleston 
Lawrence H. Rogers. 
Vice President and 
General Manager, 
WSAZ. Inc. 
represented 
nationally by 
The Katz 
Agency 



Typical 
of the many 
outstanding 
industries that 
contribute to the 
economic growth 
of WSAZ-TV's 
five- state area is 
Nitrogcyi Division, 
Allied Chemical & 
Dye Corporation, 
at tvhosc South 
Point, Ohio, plant 
this scene 
occurs. 



A 



Quad-City 
Employment 
is on upswing 




ADVERTISERS' INDEX 



Employment af fhe large farm Im- 
plemenf plants and at some 300 
other factories is keeping pace 
with increased product'on sched- 
ules. Forecasts of a busy pros- 
perous 1955 in the Quad-Cities 
are materializing early and rapidly. 



The Quad-Cities offer you a good 
marketing opportunity. WHBF is 
"The Quad-Cities' Favorite". 



CBS FOR THE 




WHBF;: 

1ELU 11111111116, lOCN ISLAND, ILUNOIS 



Set your sails for 

NET SALES 



THE SOUTH'S 
SUPER SALESMAN 



WE AS 



with its 



50,000 i^ATTS 

of Pulling Power 
An ideal combination of 
coverage & price 

ASSURES RESULTS. 
Call STARS NATIONAL 

\ i -.i Yr/fA (;/•/< I)r!>',ii 

l.o: Arij.''lr /■';,;/ ■/.i- 'v 



.\r.(- Fill! 

.\ •<sfuiai ffl Pi'<'S.s 

I'.onilt'd Film 

ISro.uUast .Musk- 

i'i;s Radio 

CHS Spot 

IIIM, 

.Mel '!at I 'IV, hat l aniento 

.M 1(1-1 'oiil iiii-nt 

.\l!<" TV .W't 

.\'< s;i-<i Itadio South 

I 'iH'cisioii Film 

Kadi' izark 

1 lat'Iiurii 

.■-lar I'a 

.Slichon 

Stars 

SIciiiman 

TI'.\ 

CI'MU?. Toi'i.iilo 
I'KI.W. Dftroil 

K.\l:K. I,iillf Uiick 
KATV. lallle Itock 
Kl'.U;, I loll.vwood 
Kens, Sail Francisco 
I\'C.MC-TV, Trxarkana 
1< ION'S, .San Antonio 
IC1"A"I». .Minncapclis 
K(", A. Spokaiu- 
K<;.V(", Amarillo 
K'UL-'I'W lialvcston 
K(V\'(). .\lissotiIa. -Mont. 
K.MlJr. Kansas Cit.v, Mo. 
!\.\rZ. Houston . . 
K<)1.\-TV. Portland. Ore. 
KI'llC). IMiocnix . 
KltlZ, l'IiO(-iii.\ 
K l:r).^'-T^', San Francisco 
KSi;\V-TV, Salina.s, Cal. 
I\'S!)(i. San PicK-o 
K'SI-, ficnver 
KS'PP-'r\'. .M inncapolis 
KTllS. I.itllo Kock 
I\"n:K-T\'. Houston 
K"r\ II. I llltcliinson 
KVW. I'hiladf'lpliia 

WAFli, rsaton Uoutio. I..a. 
\\".\ \ I';-T\ . Ijoui.sville. Ky. 
\\'HAY-T\'. r.reen Hay. Wis. 
\VP,K.V.T\\ Buffalo 
W'HXS, I'llumbti.s 
W( •( »\'-'r\', .\I onfitomery 
W'Cl'IC. .\kron 
WDAV-TV. Farcro 
Win;.]. Hoiinokc. \'a. 
W1CHT-T\". Ilciidtrson, l\y. 
Wl'"i;'"-'1'\', Crci-nvilh'. S. C. 
\VI'"1!M. Indianapolis 
WF.MV, Cri-cnslicro, .\ C. 
\Vi;r.I-T\'. S<ranton 
Willi]", Pofk Island, 111. 
WIIPII. Hostoii 
Win, I. Ilnnpst. ad. I,. I. 
WIP.W-TV. 'Popcka 
W.IPS. l';vaiis\ illc 
WK.Mll, 1 >ca rlxiiT 
\\'KZ< I. Kalam.iznc. 
WHHC-T\', .Muncii- 
WI-S, Chica.iK 
W.MAi.J, Cliica^o 
WAIIiC. Uiclinioid 
W.M P, C.-dar U;ipids 
\\'.\ I IC-'I'\'. .\i \v llavcn 
Wo I -TV, .Xnits, lovva 
WO(il). Orand Kapids 
Wl'I.X. S(. I'( Icrsliui-K 
WIM:.\, INickffird 
WK';i!, S( ac>n-ctid.\ 
WS.\Z-T\', llunl in^-'lon 
WSI!-T\'. .\llanl i 
WSI-W. .Moiit^'omcrj- 
WSI'.\-TV. .\Iont,ii( m. ry 
\\S.1.^-T\" Winst(in-S.tI<-in 
WS.M-TW Xa.-^Iivill. 
WSOK, .N.islis ill,' 
Ws'i K. .-\ rac.is, 
\\ T\M. .\i ami 

w\ i;'i-. i:.., iii :n r 

\\ W.I Dvlroll 

W \ I .\\ I . di: I. iiiohs 
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KGVO-TV 

MISSOULA, MONTANA 

*Because of its unique geographical 
location, only KGVO-TV . . . and we 
mean ONLY . . . airs an acceptable 
signal into this stable area having more 
than $133,900,000.00 retail sales. Di- 
versified economy including agriculture, 
lumbering, manufacturing, University 
and government workers makes these 
9 counties. 

IDEAL AREA TO TEST YOUR 
SPOTS' "SELL"-ABILITY 



iV.rh Ihc HIOHEU TOfViSiON INUNNI 
ifi The NOfi^wfH ond I 

60.000 WATTS 1 




WANT TO SELL 
CANADA? 

One radio station 
covers 40% of 
Canada's retail 
sales 





CFRB 

TORONTO 

50,000 WATTS, 1010 KX. 

CFRB covers over 1/5 the homes in 
Canada, covers the market area thai 
accounts for 40% of the retail sales. 
That makes CFRB your No. 1 buy in 
Canada's No. 1 market. 



REPRESENTATIVES 
Uniltd Slalet: Adam J. Young Jr., Incorporated 
Canada: All-Canada Radio Facililiet, limiled 
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I'm the cat 



HOUSTON 
CONSOLIDATED 
TELEVISION 
COMPANY 
P. 0. Box 12 
HOUSTON 1, 
TIXAS 
General Mgr., 
Willard LWalbridge 
Commercial Mgr., 
Bill Bennett 
National Representatives: 
BLAIR-TV.ISO E. 43rd St. 
New York 17, N.Y. 
BASIC 
ABC 




in my 
GATegory 



My category in the double-billioned — two-station 
Houston market and the best buy is II 

Pick your category — top adjacencies Irom ABC and 
other net shows — top local artists — top syndicated film 
shows — top power (316,000 watts) — you'll find them all 
where you find this cat -at KTRK-TV - Channel 13- 
lucky for Houston — lucky for you. 

And color too — local programs daily. 



KTRK-TV 

The Chronicle Station 
Channel 13 



I 
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(Coiitiitiwd from page 2) 



Boosted night 
am audiences 



Hadacol tests 
radio, tv 



Cleason sees 
tv mostly fee 



Small video 
markets used 



Tv hearings 
to start 



Mood can sell 
says Schwerin 



Proof that nighttime radio listening can be hypoed is offered by 
WNEW, New York indie. Preparing for boost to 50 kw. at night (now 
in effect) outlet, which already had 50 kw. daytime power, slotted 
top daylight personalities in after-dark hours. Station reports Pulse 
share-of -audience for 6:00 p.m. -midnight period last month was 29% 
above previous February. Jump during 8:00 p . m. -midnight period was 
50%. (For new trends in nighttime radio, see "Two plans to sell 
nighttime radio," page 37.) 

-SR- 

Hadacol, dormant for past few years, is conducting media tests in 3 
Southern cities. Once heavy spot radio client, tonic is testing 
radio in one market, tv in second, newspapers in third. 

-SR- 

Jackie Gleason thinks 90% of tv programing 10 years hence will be fee 
tv on film. Gleason, who has 15-year pact with CBS, sees most movie 
studios producing tv films. He prophesies that most such film will 
appear in movie houses o nly after tv e xposu re. Gleason also envisions 
sponsored fee tv with regional networks replacing national webs as 
means of solving selective marketing problems. Other views on what 
tv will look like in 1965 appear starting page 52. 

-SR- 

Growing interest in small-market tv is indicated in several quarters. 
CBS TV has added 5 stations to Extended Market Plan — EMP stations now 
total 20 — has signed up 28 clients. NBC is also pushing small mar- 
kets, has 6 shows running on "unordered" optional stations. Reflec- 
tion of interest in small markets is ARB's plan to offer ratings in 
140 pint-sized video areas. Ratings are tentatively scheduled for 
once-a-year measurement. ARB director James Seller said service was 
designed with realization that timebuyers spend millions in small 
markets without knowing facts. 

-SR- 

Open hearings by Senate Commerce Committee on tv webs and uhf are ex- 
pected to get underway this week with FCC as first witness. While it 
is not clear whether Justice Department will testify, latter agency 
had already stated that reports by former committee counsel, Harry M. 
Plotkin and Robert F. Jones had raised questions of "great importance" 

regardixig possible development of monop oli stic pr actice s by vide o 
webs . Department statement, made by William P. Rogers, U.S. Deputy 
Attorney General, upset rumors that agency would adopt a "hands off" 
policy. 

-SR- 

Remembrance of sales points is not always basic to commercial effec- 
tiveness, says Schwerin Research. Commercials which create mood 
rather than concentrating on hard sell, product demonstration can 
be potent. Example: in Tonette Heme Permanent pitch straight-haired 
girl sees self as curly-haired in mirror, passes through mirror and 
up "stairway of stars" leading to product. This was one of most ef- 
fective commercials ever tested, Schwerin said ; it accomplished pur- 
pose by associating product with impressions of happiness, trust, 
rather than proving anything. 
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TvB answers a tv blast 

E\ei\ niediuiii tiit*> hard to st-ll its 
\\arcs and pot-shots at the eoiiipetitioii 
can be ex|)tK-lcd Ironi time to time, es- 
p<H-iaIIy \\heii the competition is Iv, 
which has risen so far so fast, hi a 
way it's a compliment w hen the power- 
ful ('hicago Tribune feels it necessary 
to single out television for an all-out 
atla<-k. Hut an\ media presentation 
must be based on solid facts. This was 
not the case w ith the ("hicago Tribune's 
r(x-ent bla^l. and adx ertising de< ision- 
makers arerri likely lo he swa\ed by it. 

Perhaps the most constructive thing 
to come ont of the Iribunc's blast was 
further evidence that television now 
has a soundl) operating champion in 
the Pelex ision Bureau of Advertising. 
IvB's reply to the T rihnne'.s thrusts 
was a model of restrained, fact-based 
rebuttal. \W think the Tribune can 
learn a lesson from reading 'l\ l?"s re- 
marks. It might be a good idea. too. 
if the Tribune (nhich owns \\'C.\-T\') 
took T\ [{'s ath ice and diti some t\ 



advertising of its own, as suggested in 
the following jjassage from T\ ITs 
statement : 

"Win not concentrate on de\'elop- 
ing its own vitality lo le\els of its pre- 
\ ions advertising worth? Instead of 
damning television, perhaps (he Chi- 
cago Tribune might like to gi\e some 
thought lo lele\ision promotion lo re- 
gain the 9'^'i of its circulation which 
il has losl >ince 1949, a period during 
which its rates ha\ e increased by 23*^ , 
and its cost-per-l ,000 by one-third." 
• « « 

Nielsen in local arena 

The advertising executive who was 
somewhat confused by ratings up till 
now, has a new source of information 
— and confn-ioii — to contend with. In- 
to the field of local ratings, already 
covered b\ at least half a dozen serv- 
ices, has come the Nielsen Station In- 
dex. The new Nielsen rating measur- 
ing local listening and viewing has 
issued reports thus far for Los An- 
geles. Philadelphia. Boston, and San 
Francisco. 

There s bound lo be a period dur- 
ing which the new rating and its 
search conij)lexities undergo close s<"tu- 
liny. Questions have been raised in 
many (|uarters of the iiidu-try particu- 
larly about the ability of the new ser- 
vice to pro\i<le an accurate count of 
today s radio auflience in motion. 

SI'ONSOK has never felt any rating 
ser\-ice Iras shown the ability to trulv 
measure the radio audience btH.'au.se it 
is ail audience of individuals .^jcattered 
in-(Ioors and out listening via personal 
sets — a mov ing target and hence difli- 
cull to cover. W e urge the same cau- 



tion in acce])tiiig the findings of the 
new Nielsen local ratings. 

SPONSOR intends to check earefullv 
into the workings of NSI and its read- 
ers can exj)ect a report which will 
tlir(jw lUHMled light on this newest of 
the air media's many measureiuents. 
• • • 

Negro radio's growth 

There* been a great deal of satis- 
faction for SPO.NSOH over the years in 
watching Negro radio grow along with 
other specialized uses of the medium 
which \\e\e sought to throw light on. 
From the lime when SPONSOR pub- 
lished its first report on Negro radio 
("The forgotten 1.5 million," 10 Octo- 
ber 1949) lo today there's been much 
progress in programing, selling, com- 
munity service. 

The number of stations with Negro 
programing has been growing rapidly, 
too. The Buyer's Guide to Station Pro- 
graming, soon to be published by 
SPONSOR Services Inc., lists a total of 
over 500 stations with Negro program- 
ing. 

One of the most gratifying things 
that's happened since we started cov- 
ering Negro radio is an award to 
SPONSOR recently announced by Lin- 
coln University of Jefferson City, Mo. 
It's the school's annual citation for 
"significant contributions lo better hu- 
man relations' which this year will 
go to the Minnea])olis Tribune, Look, 
the Poltstown (Pa.) Mercury, the 
Brooklyn Eagle and sponsor. Our ob- 
jective, of course, was belter business, 
but if Lincoln Tniversily feels we ve 
contributed to better human relations 
we're doubly pleased. 



Applause 



Bob Foreman of BBDO 

Oil our de-k. as wc write this, is a 
letter from a subscriber asking peniiis- 
-ion to reprint (Columnist l>ob I'ore- 
man > comment- on l.D.'s ( t\ station 
identification I appearing in lli(> 7 
March is.-uc. I he rccpicst ends w ith 
tli<-se words. "This -tales ihc case for 
1.1).- cicnrlv aiifl eflectiv el\ ."' 

I hi- i- b\ no mean- an nnnsnal in- 
-lan<-e. RcMpie-ts foi r(>piint- of Bob 
I <ircin'>n < (ihimn- are so frrtpn-nl that 
one of tlicsc (l;i\s we plan lo ask Bob 
lo -clcrt the best of I lie pa-l four veai s 



lo be published by SPONSOR in book 
form. 

SPONSOR readers recognize in Bob's 
fronl-of-llie-l)ook columns a iiniijiie 
combination of ideas, experience, en- 
lliusiasni and writing skill. These four 
atlribule;.. among others, have brouglu 
Hob due rccognilioii at BBDO. where 
he has been eniploved since h(^ was 23 
vears old. 

lodav . age 3'). Bob i- vice president 
in charge of radio and telev ision. For 
the past four vear- he has been a nicin- 
b<M of the lop-echelon executive plans 



board, and for the past two chairman 
of the radio-tv plans board. Farly in 
March Bob became the youngest di- 
rector on the BliDO Pioard. 

Before writing this applause we 
talked lo one of Bob's associates at the 
ageiu v. \\V talked about his talents, 
bis remarkable fa<ully for expressing 
himself on paper, his con-tant flow of 
ideas, his energy. ''1 liafs all true.' 
we wi>ri' told, "hut don t forget that 
Bob is also a great .sale-man.'" 

We're not foi'getting. We re remind- 
ed everv two weeks. 
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Now for the first time 




first time to a 
. . every fifteen 



-Available for the 

-^i\claily radio audience , 

/ \ minute segment of "The RED FOLEY 
Show" is packed with the songs, the show- 
manship and the personality that has kept 
this great artist at the very top of his field 
year after year. 

Seen and heard by millions on his 
"Ozark Jubilee" over ABC radio and tele- 
vision networks . . . only Decca recording 
artist in his field ever to receive their 
coveted "Gold Record" . . . Selling over a 



million copies of "Chattanooga Shoe Shine 
Boy" . . . \'oted one of the six all time great 
in the Country and P^olk music field . . . 
all of this uni\'ersal appeal and populai'it\' 
. all of the best of the "Fabulous Foley" 
is found in this sensational new radio 
series. 

You can present "The RED FOLEY 
Show" with pride . . . and with a sincere 
belief that you are offering the best tran- 
scribed radio program of its kind tn 
America! 



tThe RED FOLEY Show is 
now available ^ to 5 shows 
a week. For free audition 
disc, down-to-earth prices for 
your market and complete pro- 
motional materials . . . contact 



RADl®ZARK 

ENTERPRISES, INC. 

606 ST. LOUIS ST. • SPRINGFIELD, MO. 

PHONE 2-4422 




thediea^of America! 




in 



. . . with exclusive major-league baseball 
coverage of Kansas City Athletics 
American League games 




the 

KMB 
KFRM radio TEAM 

BIG-LEAGUE COVERAGE— The KMBC-KFRM Team blankets the great 
Heart of America with a radio signal that's heard and heeded by a 
tremendous audience of faithful listeners. KMBC of Kansas City serves 
8.^ counties in western Missouri and eastern Kansas. Four counties (Jackson and 
Clay in Missouri. Johnson and Wyandotte in Kansas) comprise the greater Kansas 
City metropolitan trading area, ranked 15th nntimally in retail sales^! KFRM for 
the State of Kansas, a bonus to KMBC, puts your selling message into the high- 
income homes of Kansas, 6th richest agricultural state. 

; OF A BIG-LEAGUE MARKET— The Heart of America market is big- 
^ league in every respect. It's big in size — it's big in population — it's big 
in spendable income. Agriculture, manufacturing, mining, retail and 
wholesale .soiling, transportation, oil, insurance and a multitude of other sound 
enterprises produce a rich vein of wealth that advertisers successfully tap for 
.sales with the KMI'C-KFRM radio Team. For time that itrlU, contact your Free 
& Peters Colonel for choice availabilities. 





r-C* 

I'RFK \ PkTI RS, InC 

f\ lit'trc \>illort.il UcpiCiCnliiltrt i 



DON DAVIS, Vice President 

JOHN SCHIUINC, Vice President and General Manager 
GEORGE HICGINS, Vice President anil Sales Manager 



Primary Bosic 
CBS Radio 



Another firtt for the KMBC-KFRM roc i: 
At the leoding station in the Heort of A 
KMBC-KFRM hoi been selected o< the f 
originating stotion of all garnet ploycc 
Kantot City Athletics— to be fed plo>'. 
to o network of ttotiont in Iowa, ^t 
Missouri, Kontot, Arkantot and Okloh }i 
the->pot broodcattt will be hondled 
Roy and Merle Harmon. The following i 
hot been >et for the 19SS season— tee yi 
t Peters Colonel for sure-hit spot odiO 

SPRING EXHIBITION GA 



DATE TEAM 

Mar. 10 Pittsburgh 
Mar. 12 Washinglan 
Mar. 13 Washington 
Mar. 14 While Sox 
Mar. 16 Delrail 
Mor. 17 While Sox 
Mar. 1 8 Yankees 
Mar. 19 Washington 
Mar. 20 Ballimare 
Mar. 22 Brooklyn 
Mar. 23 Brooklyn 
Mor. 24 Baltimore 
Mar. 25 Boltimare 
Mar. 26 Pittsburgh 
Mar. 27 Red Sox 
Mar. 28 Detroit 
Mar. 29 Pittsburgh 
Apr. 2 Jacksonville 

3 Savannoh 

4 Columbia 

5 Winslan-Salem 

6 Fayelleville 

7 Norfolk 



Apr. 
Apr. 
Apr. 
Apr. 
Apr. 
Apr. 
Apr. 



8 Richmond 

9 Phillies 



Apr. 10 Phillies 



lOCAlE 
Fort Myers, 
West Palm [ 
West Palm [ 
West Palm F 
Lakeland 
Tompo 
West Palm f 
Orlando 
Doytono B< 
West Palm E 
Vera Beach 
West Polm e 
West Polm 
Fort Myers 
Sarasota 
West Polm E 
West Palm [ 
Jacksonville 
Savannah, 
Columbia, S 
Winslon-Scl 
Foyetleville, 
Norfolk, Vo. 
Richmond, V 
undelermine 
undelermine 



HOME 



Apr. 12, 13 
Apr. 18: 19 
Apr. 22:23, 24 
Apr. 26: 27 
Apr. 28:29* 
May 1, 2' 
May 3:4 
May 24: 25; 26 
May 27; 28: 29 
June 1,* 2* 
June 3: 4, 5* 
June 6: 7; 8; 9 
June 10: 11, 12* 
July r, 2: 3 
July 4* 
July 5:6:7 
July U: 15 
July 16: 17, 18 
July 19:20:21 
July 22:23,24* 
. 9: 10: 11 

12: 13: 14 
, 23: 24 
. 25: 26: 27 
.28,29 
30: 31* 
2: 3,' 4 
16: 17,* 18 



Aug. 
Aug. 
Aug. 
Aug. 
Aug. 
Aug. 
Sept. 



Sept. 



GAMES 

Detroit 

Cleveland 

Chicago 

Boston 

New York 

Woshingloti; 

Baltimore 

Detroit 

Cleveland 

New York 

Boston 

Washington 

Boltimore 

Detroit 

Chicago 

Clevelond 

Baltimore 

Washingtoni 

Boston 

New York 

Chicogo 

Clevelond 

Woshingion; 

Baltimore 

Boston 

New York 

Detroit 

Chicogo 



ROAD GAMES 



U .heKMBC-KFRMrodioTEAM 

W 6th Oldest CBS Affiliate 

... and for Television, fhe Swing is to KfABC-TV— Kansas City's Most Powerful TV Stationl 



Apr. 14 
Apr. 16, 17 
Moy 6: 7, 8* 
May 10: 11 
May 12, 13! 14 
May 15* 
May 17; 18 
May 20:21, 22* 
May 30* 
June 14, 15, 16 
June 17: 18, 19* 
June 21*, 22, 23 
June 24: 25, 26* 
June 28, 29* 
July 8:9, 10* 
July 26:27:28 
July 29: 30, 31* 
Aug. 2:3:4 
Aug. 5:6, 7 
Aug. 16: 18* 
Aug. 19:20:21 
Sept. 5* 
Sept. 7, 8 
Sept. 9ri0 
Sept. 11* 
Sept. 13, 14 
Sept. 19r20, 21 
Sept. 23:24,25 

* Doubleheoder 
' Night games 



Chicogo 
Detroit 
Cleveland 
Baltimore 
Boston 
New York 
Washington 
Chicogo 
Detroit 
Boston 
Woshingtoii 
Nev/ York 
Baltimore 
Cleveland 
Detroit 
Woshingtoii 
New York 
Boltimare 
Boston 
Chicogo 
Cleveland 
Cleveland 
New York 
Woshingtol 
Baltimore 
Boston 
Detroit 
Chicago 



